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IMAGE-BUILDERS 
a special report on the 
Vast projects now un- 
der way to brighten the 
ad image p 31 

PEPSI's LESSON — 
on radio/tv use to Vir- 
ginia bottlers — it's 
now being used every- 
where p 35 
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C ~^C"JV If the WSSSiF 
is your market, 

ABC RADIO WEST 

delivers the sales impact 
of personalities, the inside 
coverage of 1 1 6 stations, 
plus cost efficiency * * * 



RADIO 



ABC RADIO PACIFIC 
INTERMOUNTAIN NETWORK 
ARIZONA NETWORK 



INSERT # 1 FOR KtfiL's 
COLORING BOOK FOR RADIO TIME BUYERS" 




This is our new national rep. His name 
is Adam Young. He wears many hats. 
Some people say this is because he has 
many heads. He has his KVIL hat on 
right now because he's in Dallas. If you 
want to program to Dallas' young influ- 
entials, see this man. If you sell bubble 
gum or autographed pictures of Roy 
Acuff — he WONT recommend KVIL. 

. . top station among Dallas' 
mobiles. 



it on the first printing of KVIL'S 
ring Book for Radio Time Buyers, 
free copy to Radio Station KVIL, 
MockiiiKbird Lane, Dallas 5, Texas 



In Chicago 



...the world's finest fresh water 8ailors are served by seven munic- 
ipal harbors and seven private yacht clubs. Sail or power— mooring 
facilities are magnificent, including running water, electricity, even 
telephones piped directly aboard. From the classic Mackinac 
Race to a fun Sunday cruise — Chicago rates as n sailors' paradise! 




In Chicago -WGN Television 



offers better 

programming through dedicated 
community service.' 



— the most respected call letters in broadcasting 
WGN IS CHICAGO 



CHAMPIO 
BOWLINC 




ALREADY SOLD IN 45 MARKETS FOR '62- 63 1$ 



CHAMPIONSHIP 
BOWLING 
1961-62 




I If a matter of fact— it has the lowest cost-per-thousand 
f any show in television ! (network or syndicated) 



HAMPIONSHIP BOWLING is not only the TOP BOWLING 
HOW IN AMERICA— its ratings compare favorably with 
ro-football and baseball— and it clobbers all other sports 
lows— basketball, golf, hockey, sports spectaculars, etc. 

HAMPIONSHIP BOWLING is THE PRESTIGE BOWLING 

HOW— the one that the national ad agencies and adver- 
ers know and support. 

CHAMPIONSHIP BOWLING 
Produced in cooperation with 
AMF PINSPOTTERS, INC. 




VALTER SCHWIMMER, INC. 

E JVacker Drive, Chicago 1, Illinois . 527 Madison Ave., New York 27, N.Y. 
FR 2-4392 EL 5-4616 



WXYZT 



WSEETV Erie, Pa. 

KVAL-TV Eugene. Or 

KIEM-TV Eureka. Cal 

WTVW Evansvllle, 



Fairbanks. Alaska 



Jacksonville. Fla. 



KCMO-TV 

WbIr TV 

WFAM-TV 

WLEX-TV 
WGAL-TV 
KLRJ-TV 



San Francisco. C 



KSBY-TV 

KSTF 
WDAUTV 

. KOHO-TV 

KSLA-TV 



WSJV T\ 



Toledo, Ohio 
Traverse City/Cadillac/ 
Cheboygan, Mich. 



Cedar Rapids, Ic 

Harlmgen, Tex 
West Palm Beac 



S-TV LouisvMhj. e Ky? al1 '' 



What Other Syndicated Show 
In America Can Top This List? 



GENERAL INSURANCE CO. OF AMERICA (SAFECO) 




SALES 
SOUND 



NGS 



Actual performance tests 

like these demonstrate the sales 
response you can expect when your 
sales message is on KELOLAND TV 
Sioux Falls. 

Test #1. Gilmar Records offered teen- 
agers a 45 rpm top-ten-tunes record for 
#1.95. RESPONSE: 3,700 MAIL 
ORDERS. 

Test #2. Captain Eleven, live personal- 
ity favorite, offered youngsters an Astro- 
naut Chart for 35 cents. RESPONSE: 
4,496 MAIL ORDERS. 

Test #3. Weatherman Leo Harttg of- 
fered adults a "Weatherama" home 
weather station for #1. RESPONSE: 
9,700 MAIL ORDERS. 



ordinary sales action is yours for 
iking in this 73,496 sq. mile Corn- 
Market — but only if your sales 
ge is on KELO-LAND TV. Your 
i KELO-TV flows out 
through KDLO-TV and KPLO-TV to 
cover it all! 



th< 



b»i • ABU 

kelQland 

KELO-tv SIOUX FALLS; and interconnected 
KDLO-tv and KPLO-tv 
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ARTICLES 

The image-builders 1962-63 — Part One 

31 "Vast labyrinth" of activities to build prestige for advertising and 
broadcasting now in work or planned by 4 Vs, ANA, NAB, TIO, others 

What Pepsi learned in Virginia 

35 Marketing strategy of two local Pepsi-Cola bottlers, with emphasis on 
radio/tv, results in company's recommending it to all Pepsi bottlers 

How to train a timebuyer 

38 Two fundamental posts — estimator and media research analyst — lead to 
job as buyer; K&E to begin 17-week media training program next month 

Are novelty radios of any practical use? 

40 Novelty radios shaped like baseballs, space rockets, etc., have been 
found u-eful in promotion campaigns; many are offered as premiums 

Net tv sponsors hit record 

42 This year looks like one for the books at the netwoi 
months a record number of companies — 276 — used net 

Program tapes now get official seal 

44 RKO/BAK work out idea that gives official seal of 
to radio station program tapes used in presentations 



v, reports TvB 



,g firm 
agencies 



Buyers get a day at sea 

46 Capital Cities Broadcasting marks its eighth annual "time out for 
timebuyer.-" with a Cruise to Nowhere, but with doings far from nothing 

NEWS: Sponsor-Week 9, Sponsor-Scope 23, Washington Week 59, Spot- 
Scope 60, Sponsor Hears 62, Sponsor-Week Wrap-Up 56, Tv and Radio 
Newsmakers 68 

DEPARTMENTS: Commercial Commentary 17. 555/5th 19, 
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Spots 70 
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MAD SCENE 



"What kind of idiots do you have up there?" sputtered the irate client of a now 
defunct agency. "My total bill for TV time in January is $5,219 on four stations."* 

"But," he continued, "it doesn't say how much station A cost. Then it says that 
station B cost $22 less than station A, station C cost $30 less than A, and station D 
oost $73 less than A. How, in the name of Nielsen, can I figure out what the costs 
for each station are?" 

While wc don't advocate billing in this form, the solution to the problem is simple 
and the principle intriguing — as simple as buying time on WMAL-TV and as 
intriguing as our feature programming. For the solution to the problem, we'll send 
you the usual token of our esteem for your perspicacity. 

ruzdc courtcty of Dover rublication*. Inc.. Xcw York li. Xcu< York 

* Down.' AE's. This client exists only in our imaginations. But it doesn't take much 
imagination to figure out that the best i>uys for your clients in the rich D. C. area 
are minute participations in one of WMAL-TV's BIG Audience Nightime Spot 
carriers such as: THRILLER, SU RESIDE 6, CHECKMATE, ADVENTURES 
IN PARADISE, MGM (Post '50) FIRST-RUN MOVIES, and THE PLAY OF 
THE WEEK. Check II-R Television (or rates and availabilities. 

wmal-tv 

Washington, D. C. 

An Evening Star Broadcasting Company Station, represented by II-R Television. Inc. 
: iliated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg Va 
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WKRGJV 



Mobile — Channel 5 — Pensacola 




WKRG-TV delivers 100% more TV homes, 
9:00 AM to Midnight, than either Station A or Station B 
in Mobile-Pensacola. ARB, June, 1962. 



Effective Immediately Call 
H-R TELEVISION, INC. 
or 

C. P. PERSONS, JR., General Manager 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



AVON BACK TO RADIO 

Cosmetics advertiser is going into radio for first time 
in recent years on a large scale in New York 



Avon Products (Monroe F. Dreher) 
is going into radio on a large scale 
for the first time since the cosmetics 
advertiser went into tv some seasons 
ago. 

There have been some dribs and 
drabs of experimental radio but this 
new campaign, starting 27 August 
on five New York City stations, is its 
first major radio use to augment its 
tv on 220 stations. 

The New York campaign runs 15 
weeks and will total 41 radio spots 
a week on WCBS, WHOM, WNEW, 
WOR, and WPAT. One basic jingle 
has been produced and will be used 
with modifications. 

Avon ad v.p. George Shine was set 
to get together today with Monroe 
F. Dreher, agency v.p., and account 
executive Ernest Dreher, and media 
director Rudy Klagstad for "pep" 
talks with local radio personalities 
who'll handle the commercials. 



NBC TV writes $1.4 million 
in 1962-63 nighttime 

NBC TV reports bookings of $1.4 
million for the sales period ending 
3 August. 

P. Lorillard (L&N), which already 
has half of Joey Bishop, bought 26 
more minutes, and P&G (B&B) took 
13 minutes in the same show, leav- 
ing but 13 unsold minutes in the 
program next season. 

American Motors (GM&B), put 
$250,000 into three programs. 



TWO OBM DIRECTORS 
EXIT FOR LA ROCHE 



\ .]>. s ; 



I hoard 



I Sensor. 8 
.Mather quit last week to join 
the C. J. URorhe a-eno . 

The twosome and their title, 
at LaKoehe: James J. .McCaf. 
frev. president, and David B 
McCall. vice-chairman of tin 
hoard. 

Both hecome substantial 
.stockholders of LaKoehe. 

McCall was the chief copy- 
writer of OBM. 



Knodel succeeds Avery 
in presidency of A-K 

J. W. Knodel has been elected 
president of Avery-Knodel, succeed- 
ing Lewis H. Avery, who becomes 
honorary chairman of the board and 
remains a director. 

Avery will resign from the presi- 
dency at the end of this month to 
devote time to station consultation 
services and to the operation of 
KYA, San Francisco. 

At the same time Thomas J. White 
was elected executive v.p., succeed- 
ing Knodel, and Robert J. Kizer was 
elected a vice president. 

Last week, Avery-Knodel an- 
nounced the acquisition of several 
new clients: KLAS-TV, Las Vegas, 
and four radio stations. 



CBS reports $14.2 mil. 
6-mos. 1962 net income 

CBS' net income of $14.2 million 
and sales of $246.7 million for the 
first six months of 1962 were re- 
ported last week by chairman Wil- 
liam S. Paley and president Frank 
Stanton. 

The figures for last year were $9.9 
and $240.8 million, respectively. 
Current earnings are equivalent to 
$1.59 per share, compared to $1.09 
last year. 

WMCA TO EASTMAN AND 
WINS TO AM SALES 

WMCA, New York, has appointed 
Robert E. Eastman as its national 
representative, effective 15 August. 

The station had been with AM 
Radio Sales. However, when WINS, 
New York, was purchased by WBC, 
that station decided to affiliate it- 
self with AM Radio Sales for rep- 
resentation. 

Ironically, WINS's representative 
before the transfer of ownership was 
none other than Robert E. Eastman. 

Mach-Tronics sues Ampex 
in $3 mil. anti-trust suit 

San Francisco: 
A $3,375,000 anti-trust suit has 
been filed against Ampex by Mach- 
Tronics. The complaint charges Am- 
pex and RCA with conspiracy to re- 
strain and monopolize the videotape 
industry. 

Ampex had sued Mach-Tronics 9 
June for pirating trade secrets and 
personnel. 

(Continued on page 12, col. 2) 
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HENDERSON SUCCEEDS 
WALKER AT WSOC-TV 

Charlotte, N. C: 

C. George Henderson will become 
v.p. in charge of WSOC-TV, Charlotte 
when the resignation of Larry Wal- 
ker becomes effective on 1 October. 

Henry Sullivan has been elected 
v.p. of WSOC radio. 

Henderson has been with the sta- 
tion since 1957 and is general sales 
manager. Sullivan, manager of the 
radio facility, joined the station in 
1957. 

Novins leaves Telemeter; 
Minsky elected president 

Howard Minsky has been elected 
president of International Telemeter 
Company, succeeding Louis A. 

n^^^^ Novins, who 

^W^W had resigned, 

* it was an- 
nounced last 
b J • week by Bar- 
ney Balaban, 
president of 
the Telemeter 
parent compa- 
Howard Minsky ny , Paramount 
Pictures Corp. 

Balaban also announced the elec- 
tions of James P. Murtagh as chair- 
man of the board of Telemeter, 
Leslie Winik 
as executive 
vice presi- 
dent, William 
B. Rubenstein 
as vice presi- 
dent in charge 
of research 
and develop- 
ment, and James P. Murtagh 
Philip Isaacs as vice president of 
franchise sales. 

Minsky has been with Paramount 
for 12 years, during part of which he 
served at Telemeter. In April 1962 
he was appointed Western and Ca- 
nadian sales manager of Paramount 
Film Distributing Corp. 




Chemway to North, 
dropping 5 agencies 

Chemway Corp. is merging 
its advertising at one agency, 
North Advertising, as part of a 
revitalized marketing campaign. 
Five agencies are to he re- 
placed. 

North will acquire Dr. West 
Tooth Brushes from JWT, Lady 
Esther from Donahue & Coe, 
Zonite from DCS&S, Pretty 
Feet from KHCC&A. and Dr. 
West's Denture Cleanser, from 
KM&J. 

All are effective immediately 
except the first which will take 
place 1 January. 



'RADIOMATION' CONCEPT 

SENT TO AGENCIES 

A brochure describing Keystone's 
"Radiomation" concept and its affil- 
iates' coverage of rural communities 
went out to agencies earlier this 
month. 

Some figures revealed in the study 
are that 1,130 radio stations affil- 
(Continued on page 56, col. 1) 

Gutman named ad director 
of Four Star Distribution 

Leo A. Gutman has been appointed 
advertising director of Four Star 
Distribution Corp., it was announced 
last week by v.p. and general man- 
ager Len Firestone. 

Gutman recently resigned as ad- 
vertising manager of Paramount Pic- 
tures in New York. Earlier, he had 
been director of advertising for Ziv- 
UA for 15 years. 

Firestone, too, is a veteran of the 
Ziv-UA organization, and trade ob- 
servers note that Four Star is yet 
another syndication company which 
is depending heavily for key person- 
nel on alumni of Ziv, now a part of 
Ziv-UA. 



COMPUTER USE 
REPORTED BY CMB 

Ten companies with a total adver- 
tising expenditure of $450 million are 
now using computers to measure the 
sales effectiveness of advertising. 

This data was provided by Central 
Media Bureau last week as the result 
of a recent survey. 

Only two of the companies were 
identified by name: Chrysler Corpora- 
tion and Scott Paper. The others are 
described as being in the drug, elec- 
tric appliance, food, and soap fields. 

CMB stated that its survey had de- 
termined that one-fifth of the re- 
spondents in its study are using 
computers to apportion their adver- 
tising budgets, 17 companies are us- 
ing computers for most new product 
planning, 27 of 32 respondents have 
their own computer installations, 
companies use outside computer 
services, and all companies with 
computer installations use them for 
accounting, billing, and paying. 



WJRZ picks Adam Young 
national, regional rep 

Newark, N. J.: 

WJRZ, Newark, has appoined Adam 
Young as its national sales repre- 
sentative. The appointment also 
covers local and regional sales in 
adjacent New York. 

The station itself will concentrate 
on sales in the northern New Jersey 
area, described as the fourth largest 
market area in the nation, stated 
Lazar Emanuel, president of Commu- 
nications Industries Corp., WJRZ 
parent company. 

Emanuel stated that the station 
will employ no salesmen of its own 
east of the Hudson River. An eco- 
nomic and sociological study of its 
market area has been commissioned 
to be done by Industricon Inc. 

The market area, termed Market 
IV, is dominated by WJRZ as a one- 
station market, stated Adam Young 
v.p. Clifford J. Barborka, Jr. 



0 
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SARNOFF PROPOSES 
INT'L COMBINE 

San Francisco: 

RCA board chairman David Sarnoff 
last weekend called for a single 
private company to handle all the 
international communications of the 
country, including tv, radio, tele- 
phone, and new developments. 

His remarks, read by his son, 
board chairman Robert Sarnoff of 
NBC, were made before a law and 
laymen conference of the American 
Bar Association's Section of Judi- 
cial Administration. 

He called present laws illogical, 
pointing out that telephone and 
telegraph services are a monopoly 
within the country but that ten com- 
panies offer international telegraph 
facilities. These companies, be- 
cause they must compete, Sarnoff 
said, are at a disadvantage with for- 
eign carriers. 

Trade commentators regard Sar- 
noff's suggestion as an attempt to 
check the advance of AT&T in the 
international communications field. 
His proposal was supported immedi- 
ately by IT&T. Similar proposals 
have attracted favorable considera- 
tion at Western Union for some time, 
it is understood. 

Sarnoff, whose statement was read 
by his son, is recuperating from a 
gallstone operation at Roosevelt 
Hospital in New York. 

Merla named WOKR 
business manager 

Rochester, N. Y.: 

Michael L. Merla has been ap- 
pointed business manager of WOKR 
(TV), Rochester, it was announced 
last week by president and general 
manager Richard C. Landsman. 

Merla since 1958 has been self- 
employed as an accountant in Buf- 
falo. Previously, for 12 years he was 
general manager of WBNY (now 
WYSL), and still earlier was for six 
years with Bell Aircraft Corporation. 



Mach-Tronics sues Ampex 

(Continued from page 9, col. 3) 

Mach-Tronics claims its recorder, 
suited for closed circuit tv use, costs 
$10,000 and uses $50 tape reels, com- 
pared to $25,000 per machine and 
$360 reels for Ampex. 

Mach-Tronics charged Ampex with 
starting its suit to harrass Mach- 
Tronics and to preserve its mon- 
opoly. 

Further, the suit charges Ampex 
and RCA with conspiring to elimi- 
nate competition and suppress re- 
search, cross-licensing patents to 
curtail competition, price-fixing and 
market allotment, and threatening 
new companies in the market. 

The suit charged that Ampex's suit 
had frightened away customers and 
had diverted its funds into litigation. 

Mach-Tronics asked an award of 
$3,375,000 under triple damages 
clauses of federal anti-trust laws, 
asserting Ampex had caused it 
losses of $1,125,000. 

Cohen promoted at ABC TV 

Mark Cohen has been promoted 
to manager of nighttime sales serv- 
ice and Yale Udoff has been named 
manager of Eastern sales service for 
ABC TV, it was announced last week 
by sales service director Loomis C. 
Irish. 

Cohen joined ABC in 1958 and 
Udoff joined the network in 1960. 

Wall named sales manager 
of KCMO-FM stereo 

Kansas City, Mo.: 
Richard J. Wall has been ap- 
pointed sales manager of KCMO-FM, 
Kansas City, it was announced last 
week by E. K. Hartenbower, v.p. and 
general manager of KCMO Broad- 
casting. 

Wall was previously a member of 
the radio retail sales department of 
KCMO. 

Hartenbower described KCMO-FM 
as the first complete stereo station 
to operate in this part of the coun- 
try. 



WMCA TAKES N.Y. 
TO HIGHER COURT 

WMCA president R. Peter Straus 
last week described the state legis- 
lative reapportionment issue — on 
which it has gone beyond its role of 
editorializer to become a plaintiff 
in a suit— as the most unusual of 
the controversial stands it had taken 
in eight years of similar controver- 
sial action. 

On 2 May the station began its 
editorials and announced it had filed 
a reapportionment suit in Federal 
Court. It urged a mail campaign to 
state officials and on 4 April the 
station announced it had taken its 
case to the Supreme Court. 

Station editorials have reported 
the progress of its suit. Several of 
the 15 different editorials aired by 
the station have approached what 
might have been a "dry" if not 
"square" subject by using radio 
humor, Straus reported. 



Largest Australian 
tv purchase reported 

Six hundred feature films have 
been licensed by 20th Century-Fox 
Tv International in Australia to Tele- 
vision Corporation Ltd., Sydney, and 
General Television PTy, Ltd., Mel- 
bourne. 

The package includes the pre- 
1948 backlog and a group of more 
recent pictures. The sale is said to 
be the largest single Australian tv 
purchase to date. 

King Features Syndicate 
opens Western division 

The tv department of King Fea- 
tures Syndicate has established a 
Western division in Beverly Hills 
with Maurie Gresham named as tv 
sales director. 

He had been with Allied Artists 
and, earlier, with MGM-TV. Eastern 
sales director of KFS in New York is 
Ted Rosenberg. 



More SPONSOR-WEEK continued on page 56 



Top man on Totem pole say . . . 



"Keep your eye on September 10 SPONSOR" 



TELEVISION'S MOST DISTINGUISHED AND ACCLAIMED NEW SERIES 

FESTIVAL 



STARRING THE WORLD'S GREATEST 



STANDARD OIL CO. OF NEW JERSEY 
SPONSORED IT IN N.Y.C. AND 
WASH., D.C.... THESE FABULOUS 
REVIEWS TELL THE STORY! 



"Glow 
night" 



match in the TV mid- 
— Time Magazine, April 13, 1962 



—N.Y. Herald Tribune, April 4, 1962 

"Producers David Susskind and James 
Fleming merit the thanks of us all for 
the recognition of the potential riches 



"Tele> 



s cul- 



it night by a brilliant hour of 
poetry readings conducted by two gifted 
performers, Paul Scofield and his wife 
Joy Parker" 

— N.Y. Daily News, A pril 4, 1962 

"Viewers in the New York area had an 
hour of pure delight last night. ..they 
gave television a much needed lift. 
Long live the Festival" 
— N.Y. World Telegram, April 4, 1962 

"Producers David Susskind and James 
Fleming, the sponsoring Standard Oil 
Co. of New Jersey and Channel 5 de- 
serve applause" 

— N.Y. Post, April 4,1962 

"The three great media of communica- 

were stunningly combined this week for 
the premier telecast of Festival of the 
Performing Arts" 

—Washington Post. A pril 6, 1962 

"At the end of the fourth show Stand- 
ard Oil (New Jersey) had received 
some 25,000 letters of appreciation 
from viewers. We don't often use this 
space to pitch specific programs, but 
we hope stations and local sponsors will 
take u long hard look at this one when 
the salesmen eome around" 

—TV Guide, June 23. 1962 




Margaret Brighton 

in "Dramatic Readings from 
Dorothy Parker" 




Rudolf Serkin and 
The Budapest String 
Quartet 




Andres Segovia 

with String Quartet 



OF PERFORMING ARTS 



10 PRESTIGE HOUR-LONG PROGRAMS 

Produced by 
DAVID SUSSKIND and JAMES FLEMING 



\RTISTS OF THE DRAMATIC AND CONCERT STAGES 




Dorothy Stickney 

in "A Lovely Light" 




Michael Flanders and 
Donald Swann 

"At the Drop of a Hat" 




Pablo Casals 

•with Alexander Schneider, 
violinist, and Mieczyslaiu 
Horszou-ski, pianist 




Cyril Ritciiard and 
Hermione Baddeley 



We ean't recall any television series that 
has ever met with this unanimity of glow- 
ing critical acclaim. In the two cities it 
has thus far premiered under the spon- 
sorship of the Standard Oil Company (of 
New Jersey) the "Festival of Perform- 
ing Arts" produced an unprecedented 

Distributed exclusively through ' 



shower of mail congratulating everyone 
concerned with bringing this bold artistic 
endeavor to telev ision. 
These 10 thrilling, one hour-long master- 
pieces are now being made available for 
first-run in other local markets. We sug- 
gest you inquire without delay. 



SCREEN $ GEMS, 



INC. 



ANNOUNCES 

THE APPOINTMENT OF 

THE KATZ AGENCY, ix 

AS 

NATIONAL ADVERTISING 
REPRESENTATIVE 
EFFECTIVE AUGUST 1. 1962 
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by John E. McMUlin 



Commercial 
commentary 




ch project 



You're wrong, Marion, you're wrong 

In this column 1 am dcliheraleh . unashamedly, 
and 1 hope mil loo viudiclivelx picking a fight 
with Marion Harper. Jr., president of Interpublic 
Inc.. lord of the MuCaiui-Erirkson empire, ehair- 
man of the American Association of Advei tising 
Agencies, and m\ follow Valenian. 

My quarrel stems from a short passage in an 
otherwise fine speech which Marion delivered at 
the 4As meeting at White Sulphur Springs last April. 

It hothercd me at the time and recenllx . when 1 re- 
in printed form, it disturbed nic verx much. 

Harper proposed a massive and continuing rose 
determine what consumers feel about taste and ethics in advertising. 
\ud he wound up his proposal hy saying this: 

"What should prevail is not just the advertiser's, or the agency's 
or the medium'- idea of taste and ethies. but firs! of all the con- 
sumers. What does the consumer believe is good or bad taste or 
horiesl or rrnsleadmg representation? . . . We hare the measurement 
techniques to provide the answer." 

Marion, before 1 begin challenging you on these statements, there 
are a couple of things I'd like to inake'clear. 

1 knew your father in the old days. 1 knew you. too. wax hack 
when, as a surprisingly slim .-ophomore. you came down from New 
lla\en to work one summer as an office box. jour first agency job. 

1 respect the fact that \ou and 1 share a common tradition. \ot 
for us the shriveled, peaked, starved Xew Kngland Veritas which i;> 
good enough for the likes of J. F. Kennedy. J. K. Galbraith, Arthur 
J. Schlesinger. Jr., and other dubious Harvard txpes 

Our Yale forebears were wiser men. They recognized that truth 
without light is a meaningless commodity. And they insisted on 
amending the Harvard motto Veritas into our own. infinitely more 
profound Lux el Veritas. 

It is precise!) in the spirit of />i/.v el Veritas that 1 am attacking 
xou now. 1 hope you will remember this. 

Philosophy fnr mural hermaphrodites 

1 believe that, in the passage 1 have quoted, xou come dangerously 
close to advocating a personal philosophy for moral hermaphrodites. 

t Don't have conviction, son, jnM .-way with the winds of opinion.) 

1 heliexe that the notion that an adxertising man should derive his 
own standards of conduct by polling what the public thinks is 
wliollx indefensible on ethical, moral, and religious grounds. 

I Such a notion w ould make a hero out of a Pontius Pilate.) 

1 believe that your insistence that adverlising-txpe research can be 
of major help in matters of ethics dramatizes not only the absurd 
idolalrx with which such research is regarded in man) quarters, but 
{Please turn to page 51 I 
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WNBC Re-Runs 

Seven Arts"'Films of the SO's" 

MID SCORES 

81% of First Run Ratings 

94%of First Run Shares of Audience 



The re-run strength of Seven Arts - "Films of the 50's" becomes readily apparent 
when the Ratings and Shares of first runs and re-runs are examined. It is interesting 
to note that the average time gap before re-run was only five and one-half months. 
The special Arbitron study, charted below, covered 8 different Warner Bros, features. 



ARBITRON STUDY OF RE-RUN RATINGS & SHARES OF 8 SEVEN ARTS' 
POST-50'S TELECAST ON WNBC-TV'S SATURDAY NIGHT "MOVIE FOUR" 
(APRIL-JUNE, 1962) 



FEATURE 


FIRST RUN 


RE-RUN 




TELECAST 
DATE 


AVERAGE 


UHOUR 


TELECAST 
DATE 


AVERAGE 


' 4-HOUR 


RATING 


SHARE 


RATING 


SHARE 


I'll See You In My Dreams 


10 21 61 


11.9 


24% 


4 21 62 


16.7 


38% 


Thunder Over the Plains 


12 30 61 


8.8 


21% 


4 28 62 


4.0 


9% 


Mara-Maru 


11 25 61 


15.9 


40% 


5 5 62 


11.0 


29% 


Pretty Baby 


12 23 61 


11.4 


23% 


5 12. 62 


8.9 


21% 


Captain Horatio Hornblower 


10 14 61 


14.3 


30% 


5 26 62 


9.7 


28% 


Force of Arms 


11 18 61 


16.8 


35% 


6 9 62 


17.5 


44% 


Phantom of the Rue Morgue 


10 28 61 


11.3 


28% 


6 16 62 


6.9 


20% 


Operation Pacific 


12 9 61 


15.9 


34% 


6 23 62 


11.3 


26% 


TOTAL AVERAGE 




13.3 


29% 




10.7 


27% 



Strong re-run ratings are just part of "Filmsof the 50's" success story. Sponsors S.R.O. 
and increased sets-in-use are some other good reasons why Seven Arts' "Films of the 
50's" are "Money Makers of the 60's." 



Seven Arts' "Films of the 50's". 
Money makers of the 60's 




SEVEN ARTS 
ASSOCIATED 
CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. 
NEW YORK: 270 Park Avenue YUkon 6 1717 

CHICAGO: 8922-D N. La Crosse (P.O. Box 613), Skokie. III. 

ORchard4 5105 

DALLAS: 5541 Charlestown Drive ADams 9-2855 

LOS ANGELES: 15683 Royal Ridge Road, Sherm 



88276 
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Only for a year 

Noted in current issue of >l>o\sOi; 
the ston about our Inw Runnels, 
of K-BO.Y. the ISalabai. Station in 
Dallas, and her recv.it eleetioi. a> 
secretary of the Association of Broad- 



>,r.HWk Urap-l p. page 



Julj I 



W'e appreciate jour splendid cov- 
-age hut it appears Miss Runnels 
as exiled K-HOX for the new ,„,*»■ 
on. This is not true. 
Miss Runnels is a full-time account 
uvutive with K-l!().\ and has mere- 
been elected to tin's association to 
serve in this post for a year. 

David R. Kleunn 



Get out your crayons 

Ye*! W'e want a ropy of the "Color- 

ing Hook for Radio ThnehujerV" 

duced 1a KVIL in Dallas 1 2.5 Juljl. 
Semi one light awaj ! 
We have our own era) cms, thanks. 

John Clement 

radio n dir. 

Honk and Company 

Roanoke 

After a ta>te of your "lum.V article 
and sketches from the "Coloring Book 
for Timelmv ers"' ... I am tempted 
to rctpiest a copj of a complete book. 
It would undoubtedly be more than 



H'lL 
St. Lou 



SPONSOR'S 40-year 
I want to thank 



for 



i I am so thrilled with it. It is sure to 
take me hack mam years I've al- 
Iwajs loved radio and always will, 
could never he a tv fan.' I own 
ight radios and could never let iv 

I am .-ending two dollars for the 
| purchase of two more hooks which 
<fant sent to nn M>n-iii-lau and 
er son. I know thej will both en- 
tile album. 

Howard Dowd 
Manehester. Conn. 



That was a tremendous article on 
I'Tublic Service That's Local and 
'■•sored" in jour July 0 is>ue of 
>NS()ii. Would j on please >eud 
2.i re|)riuts of the article. 
John Dillo,, 
promotion manager 
Jeflerum Standard liextg. 
Charlotte 




advertising ro/,, mt- 
Sternberg * Limited 
Uoolrml. Canada 

Joe Kp-tcin anil I. who are ropon-i 
blr fo« all broadcast busing at thi- 
agency, would yen much like to 
have our own copies of the "Color- 
ing Book for Radio Timcbuvers." 

Would von plea-e scud n- each a 
copj. Main thank*. 

Marie B. 0*\|eara 

II alker Samsy 
Xeu Orleans 



•onple of copi, 



Henry llalpern 

r./»., 'media din 
Sadler A llemt 
\etc York 




KFMB RADIO is your big voice in the better 
part of Southern California. According to 
Pulse and Nielsen KFMB delivers more adult 
audience morning and evening than any 
other station! 



KFMB 
RADIO 

SAN DIEGO 



380 MADISON AVENUE • NEW YORK 17. NEW YORK 
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1ANNEL y ABC AFFILIATE • SYKACl SF, NFW H)kK 



8 -30 AM 

K --SOMPER^ROOM 

-tt^IIORa o Ay 

~^^m~ f— !^DSTAND^ 

"s^^; . ^i^ERjVlAN 

— f— ^£E2HI^ndV~ 

ALLEN SHOW 





rfcCLASS "AA" 
7:31-10:59 pm Daily 
1-51 52 






30 Seconds or 
20 Seconds 
10 Seconds 


WKS WKS 
more $450 $360 
350 280 
150 120 

*CLASS"A" 
6:31-7:30 pm Daily 

5 PL 




10 PLAN 


30 Seconds o 
20 Seconds 
10 Seconds 


1-51 52 1-51 
WKS WKS WKS 
more $325 $260 $240 
270 216 220 
120 96 100 
% CLASS "B" 
6:00-6:30 pm Daily . 10:59-11:15 


52 

IK 

80 

pm Dai 


1-51 52 
WKS WKS 
$200 $160 
180 144 
80 64 

y 


30 Seconds 
10 Seconds 
#6:30 


5 PLAN 

1-51 52 1-51 52 
WKS WKS WKS WKS 
$275 $220 $210 $168 
220 176 170 136 
100 80 80 64 
m. 11:00 pm take the lower rate and arc 
30 pm takes the lower rate and 5 Plan 


10 PLAN 
1-51 52 

$170 $136 
140 112 
60 48 
planable. 
only. 




Which comes first - 
the programming or the audience? 



If you saw our ad on why we 
kicked ^150,000 billing off the 
station, you know our answer. 
You also know it was a new radio 
programming idea — Southwest 
Central — that helped replace 
this money. 

Southwest Central is basically 
a newspaper of the air. It pre- 
sents news coverage of almost 
every conceivable interest. And 
we are exceptionally well- 
equipped to do this. In addition 
to being the NBC outlet, we have 
the top news reporters and fea- 
ture editors on our staff. By 
actual count, they broadcast an 
average of 210 news features 
weekly, 29 farm reports, 14 sports 
reports, 17 women's features, 
plus radio cruiser reports as 
they happen. 

We have been told by industry 
people, who made a cross-country 
check of station programming, 
that we have a unique sound. Is 
this because we have a lot of 
news? We don't think so. The 
difference lies in the authenticity 
of WFAA news. It's the differ- 
ence between actually having a 



correspondent at the state capital 
in Austin and implying you have 
one. It's the difference between 
what really happened and a 
highly colored version of it. 

There was a need in our mar- 
ket for an authoritative news 
format. Balanced with music that 
reflected a refreshing change in 
listener taste. We filled it. To the 
unconcealed joy of many adver- 
tisers who needed just such a 
medium to fill an important void. 
If you have a similar void, call 
your Petryman for current and 
choice avails on Southwest 
Central. 



WFAA 
820 



WFAA-AM-FM-TV 
Communications Center / Broad- 
cast services of The Dallas Morn- 
ing News / Represented by 
Edward Petry & Co., Inc. 




Interpretation and commentary 
on most significant tv/ radio 
and marketing newt of tht u«4 



SPONSOR -SCOPE 



Take a gander nt SPOT-SCOPE, page 60, and you'll find from the tv buy* lift 
that the midwest has caught up with New York in a surge of activity that spells a 
record fourth quarter for the medium. 

An interesting sidelight on this buying action for the fall is the buying pattern, par- 
ticularly such aspects as these: 

• The demand for fringe and late night minutes is more intense than ever, with 
the likelihood that advertisers will find it tough getting slotted into them by the end of August. 

• Food products dominate the bnvs in greater ratio than ever (it was 65-70% last 
fall). 

• The length of schedules is one factor that has undergone a sharp switcheroo. 
Hand-to-mouth or flight buying is at a minimum, with a quite perceptible number of the 
orders extending for 20-26 weeks. Some are even for 40 weeks. And this despite the 
oft-heard palaver about the uncertainty of the economy. 

• Daytime is getting a huge play, perhaps due to the fact that there'll be plenty of min- 
utes available between network shows. 

• The advertisers with fat budgets are focusing on minute*, while the smaller fry- 
are making it 20's and I.D.'s, preferably in prime time. 



Campbell-Mithun Minneapolis apparently isn't letting any grass grow under it 
in connection with getting its newcomer Chun King account hopping again in 
spot tv. 

The agency has requested availabilities for a three-week flight, similar to the plan em- 
ployed by predecessor BBDO. 

Reason for the three weeks: considering the Stan Freberg humor approaeh to 
Chow Mein sell, care must Im» exercised against overexposure. 

P.S.: This strategy note may be of interest to Salada Tea. which ran a Freberg cam- 
paign for seven weeks this spring in spot radio. 

Sellers of spot radio better muster their forces right away for a counterattack 



on the efforts of the radio networks to snag tin 
(BBDO) has allocated for radio for 1962-63. 

The disposition is to put this money into spot sin 
markets, but that hasn't stopped the networks from 
of reach and frequency more effectively and ec< 



SI. 5 million that Campbell Soup 

e the focus of interest is some 40 radio 
contending that they can do this job 
nomieally than spot. 



You can still say that a 60-minute entertainment speeial 
average audience per minute than one half that length. 

This was conspicuously confirmed during the current season. ; 
Nielsen comparison from September 1961 to April 1962: 



PROGRAM LENGTH 

30 mins. 



120 mine. 
Total & average 

Note: The abov 



NO. PROGRAMS 



1 

55 

include documenta 



% AUDIENCE 

12.9 
16.9 
16.9 
18.1 
16.6 



1 draw a far larger 
witness the following 
AVG. HOJJES 

6,321,000 
8,281,000 
8,281,000 
8,489,000 
8,134.000 
offbeat item*. 
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SPONSOR-SCOPE continued 



Radio stations can disregard that rumor that Robert Hall (Arkwright) is com- 
ing back with a reduced budget. 

The fact is this: the radio money for over 200 markets is merely being reshuffled, 
with some getting more and others less. 

Robert Hall's new air media splash 8tart9 16 August and runs until 16 Decem- 
ber, combining back to school and holiday promotions. 

The account will double into tv in three markets. It will be recalled that the chain 
clothier pulled out of tv a couple years back because the AFTRA wild spot rate bad be- 
come too steep for it. 

Leonard Lavin, the midwest merchandising fireball, is already making good on 
one of his forecasts for future Alberto-Culver marketing (see 30 July SPONSOR- 
WEEK) : the introduction of second and competing products in the A-C cosmetic line. 

Due to be unveiled nationally is Alberto-Culver Hair Setting Lotion, which will com- 
pete with sister brand Get Set. They'll be in identically shaped containers, but different in 
color. 

Get Set is out of Compton and A-C Hair Set is at BBDO. 

The processors of flapjack -waffle syrup are back to where they were: fairly 
evenly divided as to market share and finding it not easy to squeeze out a profit. 

Last year Lever upset this even tenor by bringing out Mrs. Butterworth's butter syrup 
via JWT. 

The product caught on with a bang, leaving Log Cabin and Vermont Maid, the hith- 
ertofore leaders in the syrup field, gaping at Mrs. Butterworth's strides. 

However, General Foods and Pennick & Ford in time latched on to the appeal of 
the butter angle. The added competition was accompanied by a cut in price 

Spot tv will be included in the Gulton Industries' Christmas promotion strategy. 

Schedules placed via Compton will be for three-four weeks starting the middle of 
November and the sales emphasis will be on rechargeable flashlights and pocket radios. 

The list will include these markets: N.Y., L.A., Chicago, Detroit, Philadelphia, 
Cleveland, Boston, Buffalo, Portland, Ore. 

For network it'll be a minute a week on Tonight, over six weeks. 

Incidentally, Sonotone and the makers of the Mercury battery, plus some Japanese 
firms, are supercharging the rechargeable flashlight market with their competition. 

The average evening tv programs audience seems to have taken a dip the first six 
months of this year as compared to the parallel period of 1961. 

However, in terms of homes tuned in per average minute it's quite close to the rec- 
ord level — achieved last year. 

Here's the four-year comparison of the January-June spans as shown by Nielsen: 



YEAR % AUDIENCE AVERAGE HOMES 

1962 17.2 8,428,000 

1961 18.0 8,442,000 

1960 17.2 7,774,000 

1959 18.9 8,316,000 



By the turn of the year ABC TV should be in a position where it has filled in 
utmost all the important market gaps as far as having exclusive affiliates. 

These new third-station situations include Providence, Rochester, Syracuse and 
Grand Rapids, with a good possibility of Winston-Salem being added by then. 
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SPONSOR-SCOPE continued 



Now. it's golf that's pouring millions into the sports* take of the tv networks. 

With the addition of Challenge Golf and the World Serie* of Golf, the billings from 
(his single sport, in terms of time, rights and production, should, as SPONSOR-SCOPE has 
it estimated, run around S6.75 million. 

The network with the bulk of the golf business is NBC TV. CBS TV has an explana- 
tion for the skimpiness of its own crop: it's loaded to tlie gills with other types of week- 
end sports, like the National Football League and NCAA football games and the Sun- 
day Sports Spectacular. 

Network tv's golf lineup for the 1962-63 season: 

ABC TV NBC TV continued 



EVENT 


PACKAGE COST 


EVENT 


PACKAGE COST 


Challenge Golf (13) 


SI, 400,000 


All-Star Golf ( 13 ) 


$1,300,000 


Bing Crosby Tournament 


250,000 


World Series of Golf 


500,000 


Total 


51,650,000 


National Open 


250,000 


CBS TV 




Buick Open 


250,000 


Masters Tournament 


$350,000 


Las Vegas Championship 


200,000 


PGA Championship 


250,000 


Thunderbird Tournamen 


t 200,000 


Total 


$600,000 


Palm Springs Classic 


200,000 


NBC TV 




NBC TV Total 


$4,500,000 


Shell Wonder World Golf $ 1,600,000 


Grand Total 


S6,750,000 



ABC TV, incidentally, has about wrapped up its disposal of its American Football 
League package for the fall. 

Last week's sale was an eighth of the 11 games to Goodyear (Y&lt). 

Look for the chances of Hollywood's independent tv film suppliers getting a 
break on the networks to become slimmer next season than ever before. 

Aggravating their problem in an immense way is the fact that ABC TV continues to ex- 
pand its partnership investments with what it deems outstanding creative talent. 

Conspicuous among such latest alliances are Quinn Martin, who produced the New- 
Breed, and Leonard Stern, who's responsible for I'm Dickens, lie's Fenster. Favoring 
such investment partnerships is guaranteed network time. 

What's happening here is an adaptation of something that prevailed in the film world a 
generation ago: a company performing the twin function of producer and exhibitor. 

With tv going global, there's a special inducement for a network to have a financial 
finger in a substantial roster of tv films: that foreign distribution is worth an addition- 
al 20 to 40% income for a series. And there's also the distributing fee accruing from 
American syndication of the off-network product. 

Obviously, ABC TV is following a pattern set up some years back by CBS TV, 
which now is in a position to reap rich syndication and foreign profits from such 
series as I Love Lucy, Guhsmbke, Have Gun Will Travel, Perry Mason, Rawhide, 
' The Defenders, etc. 

P&G is revving up for a big special product promotion the first quarter of 1963. 
In tv the keystone of this blast will be two specials on ABC TV, the first, 23 January 
and the other 13 March. 

The company will also have the Academy Awards in April on the same network. 

Those who have been watching the radical shift in the complexion of ABC TV 
nighttime programing may not be aware of this facet : that network will have as many 
situation comedy series as CBS TV, not so long ago far ahead in such happy fare. 

Both ABC TV and CBS TV will have 10 shows in that category, NBC TV six. 
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SPONSOR-SCOPE continued 



If you've got any pity to spare for worry that comes from prosperity, you 
■night pass it on to the sellers of network daytime tv. 

The problem they're wrestling with stems from the fact they're in a sellout situation 
lor the fourth quarter, they've got advertisers clamoring for January starting dates 
and they can't do much about it because they don't know what will be available then. 

These sellers have been nudging agencies with daytime schedules to tell them what they 
propose to recommend to snch clients about first 1962 quarter renewals, but the 
comeback in most cases has been: it's too soon to say; come back to ns in 60, if not 
15, days. 

To put it mildly, it's quite frustrating, and also bewildering, for the daytime sellers. They 
can understand holding off renewal notices when it comes to nighttime, because a 
client always wants to see first the initial two or three ratings. 

But why, they ask, should the hesitancy also apply to daytime, since the program- 
ing is hardlv of comparable consequence? 

Something that might be expected before the year is out: General Motors spend- 
ing more in tv than in newspapers. 

Here's how the giant's expenditures in the two media have compared the previous two 
vears: 

MEDIUM 1961 1960 

Tv S28.3 million $28.8 million 

Newspapers 29.6 million 40.4 million 

Two things to bear in mind while looking at these figures: (1) the tv totals represent 
only gross time and do not include program costs, which, incidentally, in GM'e case 
runs above average; (2) the sharp cutback administered to newspapers. 

American Motors (Geyer) last week made its first commitments in tv for the 
promotion of its 1963 line: eight nighttime minute participations on NBC TV and six 
like participations on ABC TV. 

They'll be runoff between 5-25 October. 

It's expected that American will also have a spot tv schedule going during that in- 
troductory period. 

Don't take this as official, but, judging from a poll just taken by a New York 
commercial service firm, 40% of tv stations have objections to the piggyback com- 
mercial with unrelated products. 

The firm which did the poll was Trim Telefilm Service Corp. The questionnaire, ad- 
dressed to 551 stations, merely asked whether an unrelated-products piggyback was ac- 
ceptable. 

According to figures circulated among agencies by Trim Telefilm, 482 stations answered 
the query and of these 196 said they would refuse to take such a commercial. 

Re item 30 July issue about sudden hurst of insurance accounts in tv, Aetna 
Casualty and Surety Insurance (Remington) will be back on Tonight, starting the 
latter part of September. 

In other words, it's not buying a package of sports participations on CBS TV. 

For other news coveragt in this isauet see Sponsor- Week, page 9; Sponsor 
Week Wrap-Up, page 56; Washington Week, page 59; SPONSOR Hears, page 62; Tv and Radio 
Newsmakers, page 68: and Spot Scope, page 60. 
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I. STANDARD TIME .1 



RA113 BB125 



B RIA027 PD=RI NEW YORK NY 1? 1 134A EST= 
FRED FLETCHER= 

STATION WRAL-TV= RALEIGH NCAR= 



1962 JAN 19 M M 46 



RALEIGH-DURHAM NOW 50TH TV MARKET WITH 343*800 TV HOMES; 
TELEVISION MAGAZINE 



Contact H-R for complete new data 
on the nation's 50th TV market 
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■ ABC TELEVISION 

WRAL-TV 

CHANNEL 5 

[Raleigh-Durham, N.C, 

| Represented Nationally by H-R 
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'I o-ti\al df I Vrfm mitiK Art ,, .1 in»M 
tlstinguishi d scries fif dramatic, 
litei ar\ and musical television | rograms, 
1 1 u ntl\ poiupt t. (I a ti ii-wc, k 
i-xchitfivi runnn ws'KW- iV, New York 
and WTTr,.\Va;hniK'"n,D.C, flagship 
itntiitn.Mjf Mel ropolitan Broadcasting 
Television, a division of Mi tronu'dia. 
pi jUtival of I't rfoniiing Arts" is t\ pica] of 
tin "quality operations" philosophy of 
Mi trmnedia, a diversified communications 
company, dedicated to the presentation 
of tin liin-st in entertainment, information 
and educational programming. 
Sponsored by the Standard Oil Company 
of New Jersey this program was 
rated as the outstanding cultural e\ent 
of the television season. Response from 
public and press was un precedence d. 

Ft st i val of Performing Arts" 
ue- i\>'d lavish praise not onl\ 
from television critic.-', but 
from drama, poetry and 

rhis same"i|Uality operations" 
, ■ 111 1 frophy 111 our Mi tropolitan 
iroadcasting Radio I)i\ isioii means 
m "Music Spectacular* and 
-|kc),i( hdur-long (('.H.-umeiitaries-on ht art 
• list asi , (1 vi I <left list and me ntal health. 
In. mi Outdoor \d\ertisniR Divi.vion, 
PrtstfT and KJvj^>* 1 ninkt^eMenshv usv<if 
1 fiiflnliiniU ' i \ lev tainpaigns on both 
1111 polti t pam b.and painted bull- tins 
in run Worldwide liroai least* ng 
Di\ Won, Ihi-. tlli'iiiarib the ^'hcdulingof the 
CttntpleU United S'liTion?' Huh General 
Vssf nibK 1 i'K. ' ■ lings, hi amid by Short 
tw'i ^thirds. d tin world. 
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^ ^ ^ GROWTH THROUGH ADVERTISING, 




SPECIAL REPORT-PART ONE 

The image-builders 1962-63 

"Vast labyrinth" of activities to build prestige for advertising and 
broadcasting now in work or planned by 4As, ANA, NAB, TIO, others 



Appointment in New York. Today (13 Ait- 
gust), a brand new 16-man joint connnittec of tin* 
lAs and ANA is meeting in New York to begin 
work on eight specific projects, designed to pub- 
licize "Advertising's Contribution to our Economy 
and Society." 

Ordinarily, the formation and aetivitie- of thi.» 
new blue-ribbon committee, headed by Clinton 
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Frank, president of Clinton E. Frank. Inc.. Chicago, 
for the agencies, and .Max HunzhalT, director of ad- 
vertising. Armstrong Cork, for advertiser-, would 
not attract wide trade interest and comment. 

I * ut- in term? of industry image-bnilding. the-e 
are not ordinary time-. Beginning approximately 
three years ago. in the summer of 1959. there has 
been such a startling increa-e in the number and 



Here are some of the current and planned activities of four 




CODE strengthening through a new creative code; 
"'Copy Interchange" program with ANA toward 
eliminating objectionable eopy; continuing research 
on con-aimer judgment? of advertising; development 
of relationships with key economists: awards for 
advertising case histories which could be used for 
teaching advertising; development of editorial ma- 
terial for use in newspapers and with opinion lead- 
ers; enlisting support of other associations in 
coordinated effort to promote advertising's image. 




ANA 

PETER W. ALLPORT 

preside 



JOINT interchange and information committee with 
4As; film, "This is Advertising'" for showing to 
business, civic groups: emphasis on image-build- 
ing to corporate management: distribution of arti- 
cles, speeches, reports to universities, colleges, 
government departments, members of Congress; 
analyses of pending legislation for use by senators 
and Congressmen: special work of President Peter 
Allport. head of Secretary Hodges' Advertising 
Advisory Committee. 



complexity of projects aimed to build 
prestige for advertising and broad- 
casting among "thought-leaders, opin- 
ion-makers, trend-setters and other 
inflnentials"' that few in the industry 
can possibly keep track of develop- 
ments. 

The new 1A-AXA effort is a highly 
important step. Hut it is only one of 
dozens of aeti\ities now in work or 
planned hv such organizations as 
\F\. \AIl TIO. \ \.M. AUK. C.S. 
Chamber of Commerce, and countless 
other organization* and individuals. 

Last week, in an eflort to get a 
clear picture of what has been called 
the "vast labyrinth*' of current indus- 
try image-building projects, the edi- 
tors of sroNsoi! interviewed top ad- 
vertising and broadcast executives, 
and high association official*. 

We aie presenting here a special 
two-part report. Part 1 in this, issue 
deals generally with image-building 
bv advertiser and agene\ group*. 
Part 11 (next week) will discuss 
similar work b\ broadcaster groups, 
as well as how. and at what points. 



these efforts do, or should, dovetail. 

Summary of findings. Mean- 
while, here is a summary of findings 
about image-building activities which 
apply to both admen and broad- 
casters: 

• \n unprecedented number of 
to]) indnstr) executives are spending 
unbelievable amounts of time and at- 
tention on image problems. 

• The goals and techniques of dif- 
ferent groups and individuals ma; 
differ somewhat, but there is a strik- 
ing similarity in general purpose, and 
considerable interlocking of the pco- 

' • Both admen and broadcasters 
are aiming primarily to hiHucnee two 
specific groups: 1} thought leaders, 
opinion makers, and intellectuals on 
the national level: 2) community 
leaders and civic associations on the 
local level. 

. Doth admen and broadcasters 
are stressing 1 1 research, and 2) in- 
dustry self-regnlation. as neeessarv 
preliminaries to image-building. 

• The image interests of both ad- 



men and broadcasters are strikingly 
and dramatically inter- related through 
tv. Public attitudes toward both tv 
and advertising are heavily influenced 

• Despite this commonage of in- 
terest, however, there is a erving need 
for greater coordination and plan- 
ning between all the different groups 
engaged in image-building. 

• Efforts at coordination have thus 
far been blocked because of D gen- 
eral ignorance of what other groups 
are doing; 2) inter-group jealousies 
and. to some extent, politics: 3) the 
lack of anv single organization which 
can assume charge of image-building 
activities, and the reluctance of all 
groups to set up such an organization. 

• In today's multi-group opera- 
tions, the range, scope, and variety 
of image-building projects are noth 
ing short of startling. 

The 4A Program. At the lAs. the 
chief image-building operations are 
under the supervision of the Govern- 
incut. Public and Educator Relations 
Committee, headed by Clinton Frank. 
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industry organizations engaged in industry image-building 



NAB 



LEROY COLLINS 



PROGRAM of joint communications witli General 
Federation of Women's Clubs to orient eight mil- 
lion women on radio t\ ; "Look for a room with a 
radio" campaign to persuade hotel/motel opera- 
tors to provide radios for guests; distribution of 
booklets and on-air promotion to accelerate use of 
radio; expansion of program to promote NAB 
codes; preliminary work to establish ;i National 
Speakers* Bureau composed of broadcasters avail- 
able on state and regional bases. 



^ TIO 




CLAIR R. McCOLLOUGH 

eh. of the board 



12-LECTURE course covering all significant aspect- 
of commercial tv for public school teachers; com- 
pletion of the distribution of four-part color-slide 
presentation to help sponsors inform interested 
groups in their communities about tv; advertise- 
ments, in publications such as New Yorker and 
Saturday Review to show that tv meets the needs 
of "thoughtful or discriminating viewers"; distri- 
bution to educators, parent groups, of a book. 
"Television for Children.'" 



In general, the 4A program is built 
around the recommendations which 
came out of the Hill & Knowlton 
study, completed in early 1961: 1) 
there is need for an increasing knowl- 
edge of the functions and economy 
,of advertising as a basic tool in our 
jeconomy; 2) the problem is so broad 
that all sections of the industn 
jshould participate: 3) a simultane- 
ous two-part effort is required — im- 
irove the character and acceptability 
f advertising, and tell people about 
ts contributions to our economic 
ystem. 

In the area of improving advertis- 
ng content the dAs has been taking 
wo significant steps: the setting np 
in 1961 of a joint operation with 
ANA of its ''Copy Interchange" pro- 
am. and the drafting in 1962 of a 
-Vv "Creative Code"' (see cut). 
The Interchange operation is a sv s- 
m of reviewing complaints from 
rade and consumers against specific 
ids or campaigns for violation of 
ood taste. The Interchange board, 
omposed of top-ranking admen. 



studies each complaint on a caso-bv ■ 
case basis, and. when it feels justi- 
fied, brings direct moral pressure on 
agencies and advertisers for changes. 

The new Creative Code goes far 
beyond previous 1A codes in provid- 
ing for expulsion from the Vssocia- 
tion any agencies which violate it. 

In the area of "telling advertising's 
story." the 4As has maintained the 
position thai it lacked fund- to fi- 
nance on its own a reallv effective 
campaign lo "advertise advertising." 

Instead, it has proceeded in two 
directions: 1) to enlist the support of 
other associations in a coordinated 
industry effort to promote advertis- 
ing's image: and 2) to stake out cer- 
tain image projects ( not using adver- 
tising as such), which it proposed to 

k\ efforts to pull together other as- 
sociations in a coordinated program 
proved at first somewhat disappoint- 
ing, however. At a Januarv meeting 
of the six associations which original- 
Iv set up the Advertising Council in 
19-12 (ANA. 4As. NAB. ANPA. MPA 



and OAA). the suggestion of a new, 
single organization to coordinate 
image-building was rejected ("Wily 
do we need a new association? 1 '). 

The 4As thereupon turned to draft- 
ing its own set of projects and set up 
with the \\ \ a new joint committee 
on an information program for ad- 
vertising. 

This is the committee which is 
meeting in New York lodav. It will 
be tackling the following specific 
projects: 

1. The development and sponsor- 
ship of authoritative new textbooks 
on advertising and marketing, and a 
plan for distributing and promoting 
them. 

2. The development of a program 
for participating in current programs 
of economic education such as those 
now operated bv the Department of 
Commerce. U.S. Chamber of Com- 
merce. The Joint Council on Fconom- 
ic-. and other organizations. 

3. The development of a plan for 
commissioning and placing special 
articles on advertising in profession- 
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One step in image-building: stronger codes 

CREATIVE CODE 

^American ^Association of \AJver rising ^Agencies 



The members of tl 
of Advertising Atn 



1. That advertising bears a dual responsi- 
bility In the American economic system and 
way of life. 

To the public it is a primary way of know- 
ing about the Roods and services which are 
the products of American free enterprise, 
goods and services which can be freely 
of the 

indivi 



it the <1< 
1. The public i 



To the advertiser it is a primary way oi 
persuading people to buy his foods or serv- 
ices, within the framework of a highly com. 
petitive. economic system. He is entitled U 
regard advertising as a dynamic means oi 
building his business and his profits. 
2. That advertising enjoys a particular!} 



> supporting and obeying'the law 



nade by professional 



sive to public decency. 



from time'to'tar* u ' 
-' to individual. Fre 



Another step: get to the community level 




al anil intellectual journal*. 

4. The development of a plan for 
mailing reprints and other materials 
to opinion and community leaders, 
schools, and colleges. 

5. The development of editorial 
material- for use in newspapers and' 
w ith opinion leaders. 

6. The development of a speakers' 
bureau, capahle of providing commu- 
nications v\ith educators, religious 
leaders, and corporate management. 

7. The development of a new film 
on advertising, directed toward the 
educational field. 

o. The development of a plan to 
publicize the extent and effectiveness 
of self-regulation and improvement 
efforts in advertising. 

In addition to these projects to he 
dealt with jointly with AXA. the 4As 
has also under consideration a num- 
ber of other undertakings proposed 
by its board chairman. Marion E. 
Harper, president of Interpuhlic. Inc.. 
including: 

• The setting up of a 4A In/or- 

• Continuing research on consum- 
er judgments of advertising 

• Awards for advertising case his- 
tories which could be used for teach- 
ing advertising 

• Development of relationships 
with key economists 

and many move. Also, in the area of' 
advertising improvement, the 4As is 
preparing a series of "inspirational 
booklets. ' written by surh prominent 
agencv men as Fairfax Cone. Leo 
Burnett. George Gribbin. Charles 
Brower. and F.dwin Cox. for circula- 
tion to agencv personnel, and has 
prepared a film, with a text by Wal- 
ter O'Meaia. "The Adman (Thought 
Leader Yen-ion)." doigned to appeal 
to creative advertising people. 

Fimillv. the -LW new president. 
John Criehton. besides being activelv 
involved in all the projects mentioned 
here. i> concerned, cx-officio. with a 
number of other outside oper. 
which in lireetlv bear 



including 
li Foundat 



e build- 
he Advertising Re- 
:»n. Advertising Ad- 
■ to the Secretary ol 



The ANA Program. The ANA 

under 1 he president of l'eler Allport 
(/'lease turn to page .")2) 
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What Pepsi learned in Virginia 



|^ Marketing strategy of two local Pepsi-Cola bottlers 
results in stepped-up distribution of 16-ounce package 

^ Radio and tv, taking over 60% of saturation budget, 
are credited with the major roles in campaign's success 



Last week, the Pepsi-Cola Co. and 
•the Television Bureau of Advertising 
jmade known the strategy and results 
of one of the most massive satura- 
tion campaigns in the history of the 
:ompan\, indeed of broadcast adver- 
ting — a campaign which camped 
100 announcements on three televi- 
sion stations, 5.2JH spots on 17 ra- 
:lio stations, in a single month. (The 
saturation covered both April and 
Maj of this year.) Though limited 
o central Virginia, its basic mar- 
veting-media strategy could have far- 
reaching effects on Pepsi in its race 
with Coca-Cola nationally. It could 
dso trigger a market-by-market simi- 
arity that not only would put more 
I'epsi dollars in the broadcaster's 
jocket, but influence other new-prod- 
jet advertisers as well. 

Through a 12-minute film entitled 
'A Tale of Two Cities" — produced 
by TvB at Pepsi's request— the story 
if how two franchised Pepsi-Cola 



bottlers in Richmond and Peters- 
burg joined together to introduce 
the company's new 16-ounce product 
in their area will be seen shortly by 
Pepsi bottlers across the eouutiv. 
Available also through regular TvB 
channels, and screened for sponsor 
late last week, the film is an impres- 
sive record of how radio and televi- 
sion can create product distribution 
even prior to consumer demand. 

While the idea of '•coming on 
strong" originated in Pepsi's New 



York offices I the company's market- 
ing philosophy : dependence on indi- 
vidual bottlers to get a new product 
or packaging off the ground with his 
own money: belief that the first com- 
petitor to crack the market maintains 
the position of imminence), the. plan- 
ning and execution of the campaign 
was carried out by Jacob Brown and 
Xorman Sisisky, the Pepsi-Cola bot- 
tlers in Richmond and Petersburg 
respectively. It was they who de- 
cided to pool their advertising dol- 
lars, aided, of course, by sizeable 
'"cooperative" funds from the parent 
company. It was thev who chose to 
give more than 60',' of their budget 
over to broadcasting. Philip P>. 
Uinerfeld, vice president and direc- 
tor of advertising for the Pepsi-Cola 
Co.. believes their successful formula 
will be followed by many bottlers. 



SOFT DRINK STRATEGIES. In the 25 June issue, SPONSOR in- 
vestigated in detail the advertising strategies of the soft drink 
companies, focusing on the current Coke-Pepsi race for suprem- 
acy. Pepsi, with its aggressive "those who think young" formu- 
la, is experimenting in markets across the country. Here is the 
most recent, and most successful, of these experiments. 
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PEPSI-COLA BOTTLERS Jacob Brown, Richmond, and Norman Sislslcy, Petersburg, take a pleased-as-punch look at the advertising media 
which accounted for their success. In a 12-minute film, produced by TvB, bottlers credit broadcasting with major sales and distributive results 



One of the more interesting as- 
pects of the frlm. as far as broadcast- 
ing rs concerned, is the .leviee of 
having lliown and Sisisky narrate it 

ihenticih to the selling power of both 
radio and television. 

How did radio and television eome 
in for the lion's share? 

In initial meetings llhrerfeld and 
Pepsi-Colas regional office, irr Wash- 
ington deeided that the campaign, if 
rt was to blanket the area, had to be 
an all-out, all-media effort, including 
not only radio, television and news- 
papers, but buses and billboards as 
well. Television, however, soon 
emerged as the key factor, chiefly 
for two reasons: it seemed the domi- 
nant medium iir the lliehtnond- 
Petersburg area, arrd Pepsi-Cola it- 
self had for some time been crediting 
\ ideo w ith capturing the essence of 
the Pepsi storv. 

Stations WHVA-TV and WITH- 
TV. Richmond, and WXKX-TV. Pe- 
tersburg, were selected to spearhead 
the. campaign, backed np by 17 ra- 



dio stations throughout central Vir- 
ginia. All announcements were 
bought at local rates. Dollar figures 

Statioir cooperation had mneh to 
do with the overall plan. According 



to llinerfeld, WKVA-TV gave the 
bottlers 100 shared-logo I.D.'s, which 
actual]) increased the number of tv 
impressions in April to 800. In all, 
the bottlers increased their advertis- 
ing impressions by over 100 r c. 



An important message to 
broadcasters from the 
v.p., advertising director 
of the Pepsi-Cola Co. 

"When a Pepsi-Cola bottler decides to 
market any new package size, call on 
him. Find out what his objective is. 
Philip B H.nerfeld ^ h]s bus]nesSi Qo back and pre . 

v.i) . adv. dir., J opsi t.ola , , , . 

pare a sales plan and come back and 
sell him a package— a means of helping him accomplish his ob- 
jective. The money is there, the need is there, the intelligent 
broadcast salesman can't help but come out on top." 




56 
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MEDIA SUPPORT -16 OUNCE INTRODUCTION 

RICHMOND, PETERSBURG VA. 



MEDIA 


PRC -INTRODUCTORY 


INTRODUCTORY PUSH " 


POST-INTRODUCTION 
SUSTAINING 


INTRODUCTORY ADVTG* 


Radio 


Hi! : 


: • •• 




|j 528* SPOTS PER UOnTm 




J75 PAINTED WALLS 



by the company to bottlers 
ral part of Pepsi philosophy 



Willi the oilier media selected "so 
you couldn't lake a step in central 
Virginia without being aware of 
Pepsi's half-quart" (375 painted 
walls, in addition lo 265 50-sheet 
outdoor posters. 295 bus signs, 21 
full-page color newspaper ails per 
month), the campaign made almost 
exclusive use of material prepared 
by Peps'i-Cola's agency. BBDO. This 
included radio transcriptions and 
television commercials employing the 
voice of Joanie Sommers, with spe- 
cial hard-selling 1\ rics to the familiar 
Pepsi tune. Aside from this mate- 
rial, the agency was not involved in 
the campaign's plotting. 

That the accelerated joint efforts 
of the two bottlers paid off hand- 
someh is now a mailer of record. 
Says Brown: "We sold more Pepsi- 
Cola locally than ever before, and 
broadened the distributive pattern 
by creating new places to sell Pepsi." 

Radio and tv are credited with the 
major role in getting Pepsi into over 
600 service stations in the area, as 
well as doubling supermarket distri- 



bution. Both Brown and Sisisky 
claim that these rapid-fire results., 
plus the creation of additional dis- 
play-space for the 16-ouncer in 
stores where Pepsi already was well- 
established, were due largely to the 
impression radio and tv made on 
store owners. With Pepsi's well- 
known philosophy- '•Availability 
equals sales"— the distributive aspect 
was as important as direct consumer 
sales. 

In the 'Tale of Two Cities" film it- 
self. Brown declares: '"Television wa* 
the sparkplug of the drive because it 
lends itself \ery well to area plan- 
ning. We created Pepsi excitement 
with video and then followed through 
with other media, keeping at it con- 
stantly. Todav we feel, that central 
Virginia is Pepsi-Cola. People can't 
miss it." 

The central Virginia success has 
prompted Ilinerfeld to issue through 
sponsor, a special statement to all 
1. S. broadcasters: "When a Pepsi- 
Cola bottler decides to market any 
new package size, call on him. Find 



out what his objective is. Learn his 
business. Go back and prepare a 
sales plan and come back and sell 
him a package — a means of helping 
him accomplish his objective. The 
mone\ is there, the need is there, the 
intelligent broadcast salesman can't 
help but coine out on top." 

Ilinnerfeld also emphasizes the 
bottler's relative autonoim in media 
selection. While Pepsi regional of- 
fices sit with bottlers to set up broad 
media plans, he <a\s. bottler in new 
product and packaging introductions 
-chooses his own pace and chan- 
nels. Bill broadcasting, as per the 
Virginia experiment, ''is ahead of the 
game." 

Radio stations used in the central 
\ iniinia experiment were: 

WUVA. WLFE. WRN'L. WMBG. 
WEFT. WHOM. WWT. Richmond; 
WKN'Z. Highland Springs: WFV\. 
WT LS. Fredericks b u rg : WWT. 
Warsaw : W 1)1 )V. Gloucester: \\ S>V. 
WPVV Petersburg: WIIAP. Hope- 
well: WKLV. Blackstone: and 
WEVV Emporia. ^ 
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HOW TO TRAIN A TIMEBUYER 



^ Agency practices differ, but two fundamental jobs 
lead to buyer's post — estimator and media researcher 

^ Starting next month, K&E Mill initiate a 17-week 
training program to help develop potential media buyers 



One problem shared by all agen- 
cies is that of training recruits in 
two arras., media and research. The 
onl) realistic solution and one cer- 
tainly not peculiar to advertising- - 
has been onthe-jobtraining. or 
li arning-by-doing. programs, as ex- 
plained to sI-o.NXH! b\ Anthony C. 
DePierro. Ceyer. Morey, Hallard 
vice president in charge of media: 
Stephens Dietz. Kcnyon & Eckhardt 
s-cnior \ ice president, marketing 
service«. and executive committee 
member, and Philip C. Kenney, 
Reach, McCTmton & Co. vice presi- 
dent and me lia director. 

Next month at K&E Dietz re- 
vealed, a new formal media training 
program will get underway which is 
designed not only to develop supe- 
rior media personnel, but also to en- 
courage and develop communication 



among all media personnel at all 
levels of responsibility. It will also 
help to spot "comers'' in the lower 
echelons and develop media acumen 
among interested non-media person- 
nel. 

The training program, put to- 
gether bv K&E media group heads 
Jack Caplan. I'aul Roth, and John 
Shima. will be open to assistant buy- 
ers, media research analysts, and 
selected estimating personnel. 

The trainees will meet for one or 
two hours once a week in groups of 
three or four. The meeting time 
will be contributed by themselves 
and the agency. The pilot program 
tentatively is scheduled to last ] 7 
weeks, and if successful a continua- 
tion program ma)' be set up. 

The most vital aspect of the pro- 
gram is that each group will become. 



in effect, a "little agency" which will 
be required to come up with an ad- 
vertising program which must be 
sold to a "client board," in this case 
marketing department management 
personnel. 

Before developing the marketing 
and media planning for hypothetical 
products, each group will be given 
available research studies, client pres- 
entations and other documents. 

The agenda also includes lectures 
at appropriate points by agency per- 
sonnel and or visiting experts from 
outside the agency. Media group 
heads will screen the lectures of the 
experts, prior to delivery, for context 
and adequacy of information. 

The purpose of this format, the 
K&E media group heads said, is "to 
develop individuals who will: I I 
learn to work effectively in a group 
action, and 2) attain the ability to 
persuade and defend their ideas on 
their feet and in writing." 

One advantage of the extra-cur- 
ricular effort — to both trainee and 
agency — is the opportunity to meet 
directly, outside the normal organi- 
zational lines. 

Lesson number one on the 17-week 
agenda includes: a) review of course 
programs, objectives; b) introduc- 
tion to product category; c) lec- 
ture —"Evaluation of Sales Opportu- 
nities for Selected Product Cate- 
gory'' — which will provide insight 
into assessing the potential for a 
product by reviewing the total mar- 
ket, competitive entries, etc.; d) 
group assignment — prepare review of 
market activity and potential for h\- 
pothetical product. 

Lessons number 6. 7, 8 are de- 
voted to broad) ast media, and other 
media are taken up in other lessons. 

Lesson 6 consists of a presenta- 
tion, a lecture "Television Media' 

and an assignment to construct a 
media strategy and plan. 

Lesson 7 also has a presentation 
and a lecture — "Network and Spot 
TV Planning" — and the assignment. 

Similarly, lesson 8's lecture is 
"Radio and Radio Planning." 

The agency acknowledges that the 



Stages in the development of a buyer 

1 ESTIMATOR: an estimator, familiar with the clerical routine, begins to 
a use source material (SRDS, rating services, etc.) to help buyer prepare 
an estimated cost of a campaign. At some agencies, either Step 1 or 2 can 
lead to Step 3, buyer. Other agencies require experience in 1 and 2. 



2 MEDIA ANALYST-, whereas an estimator is primarily occupied with 
m costing, a media analyst's first concern is audience, where and what 
it is, how best reached, etc. Work requires facility with all source books — 
Nielsen, ARB, etc. Executives give analyst an "edge" over estimator. 



3 BUYER: training does not end for buyer. Working with his supervisor, 
a he works toward maximum efficiency, applying skills gained in Steps 
1 and 2. Essentially he "executes the media strategy statement." 
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TELLING how their agencies train buyers are (I to r): Anthony DePierro, GMB vice president, charge of media; Stephens Dieti, K&E senior vice 
■president, marketing services, and executive committee member, and Philip C. Kenney, Reach, McClinton & Co. vice president and media director 



media (raining program is only one 
contributing factor to the long-range 
boal of strengthening the agency's 
'total media operations. 
! Other factors include adequate re- 
-ruitment, positive personnel poli- 
cies, favorable public relations, and 
creation of realistic incentives and 
opportunity for advancement. 

Dietz, who is a member of the -lAs 
omniittee of the Hoard of Agency 
Personnel, said that he is going to 
false the question at that body's next 
neeting, whether the J As might de- 
I elop a training program, particu- 
arly in media and research. 

While all three agency executives. 
DePierro, Dietz, and Kenney. agree 
m the desirability of promoting 
rom within, they reveal minor diff- 
erences in the steps toward promo- 
ion to buyer at their respective 

"At K&K, Dietz said, the steps are: 
> clerk estimator; 2) media re- 
earch anahst: 3) assistant media 
myer. and 4) media buyer (note: 
myers are not called "timebuyers," 
'spaeebuvers." etc. at K'&E) . 

"GeiieralK allowing for excep- 
ions." Dietz said, ' a clerk estimator 
■an work up to buyer in one-and-a- 
talf to three \ears. Openings and 
iniing. of course, always enter the 

"One quality desirable in a clerk 
stimator." Dietz continued, "is that 



he be good with numbers. He'll be 
working with thorn all the way 
through. He'll learn how to read 
SRDS and do extensions (e.g.: de- 
termine monthly costs for individual 
spot purchases), and will go on to 
calculating the costs for making a 
buy, under the eye of the buyer or 
assistant buyer. 

"'Hie fundamental difference be- 
tween an estimator and a media re- 
search analyst," Dietz explained, "is 
that the estimator deals primarily 
with dollars, while the analyst deals 
primarily with audiences. Both are 
basic stepping stones, however, and 
no matter which job he has first at 
K&E, a buyer will work at both be- 
fore he becomes a buyer." 

A media research analyst, Sliima 
said, does more sophisticated work 
with rating books, such as Nielsen, 
ARB. etc.. and will be given specific 
problems to solve. 

"For instance. '" he continued, 
"let's sa\ a spot buv has been made. 
The analyst will be asked to deter- 
mine the audience and cost efficien- 
cy, reach and frequency, and fre- 
quency distribution" (e.g.: how many 
people are seeing the message above 
or below the average frequency 1. 

Another problem. Shima said, 
might require an analyst to deter- 
mine an audience for a prospecti\e 
tv program b\ age. income, sex, and 
so on. and relate this to the product. 



The next step, assistant buyer, 
Caplan said, bridges the functions of 
a bu\er on an account and an esti- 
mator. Sort of a middle-man. the 
assistant buyer receives data from 
both estimator and anahst, evaluates 
it, and makes the buy, providing he 
has the experience to do so. as well 
as the bu\er's approval. 

A buyer himself, Both went on, 
helps formulate selected schedules to 
follow through on strategy which 
has been set up by the media super- 
visor and media group head. ""He 
pulls together pertinent costs and au- 
dience information, sees reps, dis- 
cusses new development*, and so on. 
In a word he executes the media 
strategy statement." 

Alnne the buyers are. media super- 
visors and media group beads, who 
themselves participate in on-the-job- 
training. although it is now aug- 
mented by participation in market- 
ing-management seminars. 

The estimator and media research 
anal\>t job descriptions as presented 
by KSE tally very closely with those 
at Beach. McClinton and Geyer, 
Morev. Ballard. But there are points 
of departure. 

At Reach, for instance, the buyers 
specialize in a medium. Kennev said, 
and are called timebtners or print- 
buvers. At CMP.. DePierro said, the 
bluer* are timebujers and spacebuy- 
(Pleasr turn to page 53) 
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[^EXPENSIVE rocket-shaped crystal sets for launching promo drives 

RADIOS OF ANY 



lift." he said, "especially for business firms or for those 
jeople who seem to have everything." 

Richard H. Stolhnack. general manager of Transistor 
Yorld Corp., New York (an import firm which handles 
Toshiba radios), offered a rough estimate that about 
0% of the baseball and wall radios find their way into 
onsuiners' hands as premiums. 

He believes that sales of the novelty radios — although 
pod — would be much better were it not for the laziness 
ti the part of many retailers. 

"They don't want to sell."' Stollmack said. "All the\ 
ant to do is have a customer come in. ask for some- 
ling standard, and then wrap it up. They don't even 
ant to make displays." 

Among the higher-priced receivers found in executive's 
dices are the Sony "fingertip control" desk radio; the 
ulova "watch radio." and the Toshiba "wall radio.'' all 
town here. 

The Sony is a low, flat set. which resembles a desk ac- 
essory. However, at the touch of a fingertip, the cover 
ops up and the radio plays. It can be set in advance to 
lay automatically. 

The Bulova Alert Mark 11 looks like a traveling clock 
Inch folds into a leatherette-covered case. The jeweled 
atch. with gold-plated crown, turns the radio on or off. 
it also has a buzzer alarm. 

A spokesman pointed out that, although it is not too 
idely known. l?ulova has been in the radio business for 
0 years, having entered the field with a clock radio. 

The Toshiba "Hi Fi Wall Radio" is a decorator-styled 
lodel which hangs by a mounting bracket on the wall, 
ist like the familiar kitchen clock. 




JUST the thing for pent-up executive — Coronet desk-pen radio set 



USE? 



The least expensive of all the tiovelt\ radio sets are 
the space rockets, which actuallj are germanium crystal 
sets. They sell for $10.20 a dozen, or S12 a dozen with a 
metal knob. 

The cigarette-lighter radio has two transistors and is 
about the size and shape of the well-known wind-proof 
cigarette lighters. 

The desk-pen radio, or Coronet desk set, is another two- 
transistor radio complete with batteries and earphone. 

The globe radio, seen here, is also a two-transistor set. 
It has a nine-volt battery and an antenna. 

Another variation of the globe radio is handled b> the 
Star-Lite Electronics Cor]).. New York. An eight-transis- 
tor, it is a battery-operated, light-weight portable. Ten 
inches in height and eight inches in diameter, the globe is 
surmounted by a four-jet plane (h ing o\er the North 
Pole. Latitude and longitude navigational aids aLo gir- 
dle the globe. 

Dweck also handles another radio which is novel only 
in that it is small. Dweck claims that it is "the smallest 
two-transistor radio in the world." Called the "I'uppv." 
it is 45 mm by 48 mm by 16 mm. and its' net weight i> 
10 grains. It is equipped with an earphone and an auto- 
matic earphone pnsh in-pullout switch. 

As for the so-called "Dick Tracy wrist-watch ra- 
dio." neither the suppliers nor the manufacturers inter- 
viewed have seen or heard am thing of a working model, 
outside of Chester Gould's internationally famous comic 
strip. 

One spokesman, however, who prefers to remain 
auommous. said one company did tr\ to make a small, 
inexpensive Dick Trac\-t\pe radio not too long ago. but 
that it wasn't successful. 
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31 steady advertisers since '49, 25 brand new in '62 



NET ADVERTISERS SINCE '49 

American Home Products Corp. 
American Tobacco Co. 

Bristol-Myers Co. 
Chesebrough-Pond's Co. 
Colgate-Palmolive Co. 
Ford Motor Co. 
General Electric Co. 
General Foods Corp. 

General Mills, Inc. 
General Motors Corp. 
Gillette Co. 
B. F. Goodrich Co. 
Goodyear Tire & Rubber Co. 
Gulf Oil "Corp. 
International Shoe Co. 
Kellogg Co. 
Lever Brothers Co. 
Liggett & Myers Tobacco Co. 

Mars, Inc. 
National Dairy Products Corp. 
Phillip Morris, Inc. 
Procter & Gamble Co. 
Quaker Oats Co. 
Radio Corporation of America 
R. J. Reynolds Tobacco Co. 
Speidel Corp. 
Standard Oil of Indiana 
Sterling Drug, Inc. 



Swift & Co. 
Texaco, Inc. 
Westinghouse Electric Co. 

ADVERTISERS NE W THIS YEAR 

Aetna Casualty & Surety Co. 
American Cancer Society 
American Medical Assoc. 

Coats & Clark's Sales Corp. 

Continental Casualty Co. 



Easy Day Manufacturing Co. 
Endicott-Johnson Corp. 

Fels & Company 
Ferry-Morse Seed Co. 
Hedstrom Union Co. 
J. S. Hoffman Co. 
Hollywood Shoe Polish, Inc. 
Lestoil Products, Inc. 
Minnesota Woolen Co. 
Nationwide Insurance Co. 
Ohio Art Manufacturing Co. 
Pacific Hawaiian Products Co. 
S.S.S. Company 
Standard Packaging Corp. 
Sunray DX Oil Co. 
Sunsweet Growers Inc. 
Trylon Products Corp. 
United Biscuit Co. of America 
Wham-0 Manufacturing Co. 
Wheeling Steel Corp. 



NET TV SPONSORS HIT RECORD 



^ Record number of firms— 276— used network tv in 
ihe first five months of 1962 to top 1960 high; end of 
year may see new reeord, indicates report from TvR 



record number of companies 
used network television advertising 
in the first five months of 1962, the 
Television Bureau of Advertising re- 
ported today (13 August). Alto- 
gether. 276 different companies used 
the medium in the period. The pre- 
vious high for the. five-month period 
was 262 companies which used net- 
work television in the January-May 



period of 1960. For the full year 
I960. 37;! dilferenl companies used 
the medium, also the record high. 

Of the 276 companies using net- 
work television in the first five 
mouths of 1962. 139 or more than 
half have now used network television 
for five or more consecutive \ears. 
Of thoe regular long-term network 
television users. !!2 or 3l r r have 



now used the medium for 10 or more 
consecutive years while 31 companies 
have used the medium continuously 
since 1919, according to TvB. 

While network television has at- 
tracted a high number of advertisers 
who return year after year, it has also 
continued to bring in a large number 
of new companies, many of them with 
small budgets. In the first five months 
of 1962. 2o companies used the medi- 
um for the first time. 

Firestone Tire & Rubber Co. will 
rejoin the list of advertisers since 
1919 when it resumes with l oice of 
Firestone this fall. # 
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NEWSPAPERMAN FIGHTS BACK 



^ An executive of the Richmond "Times-Dispatch" and 
"News Leader" papers takes issue with SPONSOR article 

^ After a careful re-reading of our own story, we 
find the newspaperman's fears calmed by our own facts 



yVlarincd at the dubious nature of 
some newspaper research projects 
comparing print with broadcast, 
sponsor recenth reported on the in- 
accuraev of two of them, one done by 
a pair of Wisconsin papers, the other 
b\ two Richmond, Ya.. newspapers 
I see "'Newspaper Research Gets 
Goofier." 30 July). 

Our criticism did not go unnoticed 
for. as luck would have it. an exec- 
utive of the Richmond papers is a 
SI'ONSOK subscriber, and was quick to 
take us up on our claims (see letter 
at right). 

Executive vice president of the 
Richmond Timcs-Ih'spalch and the 
Richmond Xeics Leader, Alan S. 
Donnahoe is upset about two things, 
lirsl. he thinks we have given his 
papers a bad name with FCC Chair- 
man Newton Minow. Secondly, he 
charges that we have discounted one 
of our own statements about his sur- 
vey. 

As far as Mr. Minow is concerned, 
our article pointed out that his speech 
before the 1962 NAB Convention 
contained information on radio 
doubtful in itself, i.e., his report that 
radio sets in use average only 6% in 
the evening. 9°*c in the daytime. If 
Mr. Donnahoe would glance again 
at the article, he would note that 
nowhere were the Chairman's re- 
marks linked with the studies con- 
ducted b\ his papers. 

The papers w hich in fact borrowed 
from Minow's figures were the Mani- 
towoc Herald Tunes and the Two 
Rivers Reporter, both Wisconsin. 
Thus. Dounahoe's statement that lie 
is ''sending Mr. Minow the two stud- 
ies mentioned ... in order that he 
may see that these studies make no 
reference to him or to any statement 
that he ma\ have issued" informs us 



of his thoughtful but unnecessan act. 

Our reader further missed our ef- 
forts at sarcasm when he look seri- 
ously our statement "it would sur- 
prise no intelligent research man that 
newspapers won handily." 

Why should an intelligent research 
man be surprised if newspapers win 
hands down? sponsor finds it highly 



linlikch that an intelligent ie-earcher 
would take seriouslv anv conclusions 
of a sunev taken bv an unnamed 
-independent sunev agencv ." 

We do not discount our statement 
"bv .lesuibing aii) such comparison 
as "far out" research." as Donnahoe 
suggests. We never intended the 

were anv medium to promote a siir- 
vev which purported to index the re- 
lative "intelligence" and "morality" 
of several media, evebrows would be 
raised on the effort to tabulate sneli 
intangibles. 

As for the Hov Scouts, we are cer- 
tain the) are proud to encourage 
these qualities as should am one. 1? 





LETTER from Alan S. Donnahoe, executive vice president of the Richmond Times-0,sparcn and 
the Richmond News Leader, takes SPONSOR to task for article on newspaper research 
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PROGRAM 




HOW MANY listeners at the ball game? Ushers at a recent Minneapolis Twins-New York 
Yankee game counted 2,426 portable radios tuned to play-by-play coverage, or one in 17 



HAMM'S BEER GOES AFTER 
BASEBALL'S IN-PARK FAN 



A„ i„,„i t . nvis, ,o out-of-hou* 
radio listening cropped up last month 
when a head-count of attendees at 
an \incricaii League hall game re- 
vealed that one in 17 fans tuned to 
the play-by-play on portables. An 
energetic sponsor was quick to get 
mileage out of the fact and beamed 
some commercials directly to the 
listeners in the ball-park. 

The sponsor. Then. Ilamm Brew- 
ing— w hose agency is Canipbell- 
Mithun, Minneapolis -is one of the 
backers for air accounts of Minnesota 
Tunis ball games. WCCO, Minne- 
apolis, which broadcasts the games, 
and the ball clnb cooperated in a set 
count which turned up 2,426 portable 
~ets in the stands at a Twins-Xew 
York Yankee game 6 July. The 
count was taken by more than 100 
ushers who surveyed the eapac.itv 
crowd of 10.9 U. fans. 

Getting to the in-park radio audi- 
ence. Ilamm Brewing commercials 
[iow get right to the point. Example 
from one commercial: "For you 
folks listening to us here in the 



stands, a reminder. If the llamm's 
vendor isn't nearby, don't forget you 
can get llamm's at the refreshment 
counters under the stands.'' 

The play-by -play announcers are 
not as pleased by the phenomenon as 
the sponsor, however. So many radios 
in the stands are tuned to the game 
that the announcers and engineers 
are plagued with "feed-hack" prob- 
lems. To prevent interference they 
must use directional microphones 
and keep the windows of the broad- 
cast booth closed. Engineers must 
place mikes for crowd noise, far 
enough from the stands to pickup 
overall sounds and keep out the 
sound of the radio sets. 

Coverage of the plav for the visi- 
ting team's fans back home has a 
paradoxial problem from the feed- 
back. When the Twins belt a homer, 
the out-of-town announcer naturally 
pla>s down the action for his listen- 
ers back-home. Hut how does he ex- 
plain th« entliusiasti( report from the 
Twin's announcer, whose voice is fed 
back from the sets in the stands? ^ ( 



^ KKO/BAR arraiijieiiient 
lo monitor radio stations 
is move to authenticate 
tape* played for agencies 



w 

hat is hoped will he a good- 
luck piece for radio presentations to 
agencies got off the ground recently 
in an arrangement between RKO- 
General National Sales and Broad- 
cast Advertisers' Reports. (See 
Sponsor-Week, 6 August) 

It's now official that BAR began 
monitoring certain time-periods on 
several RKO radio stations in June. 
Purpose of the audit — which was 
requested by RKO^is to get BAR 
certification for station tapes that are 
played for agencies. 

\o radio monitoring of exactly this 
kind has never been done by BAR 
before. But it is expected that their 
official seal will be proof to the time 
buyer that radio stations are as good 
as their word. 

Xeed for such a sen ice has arisen 
from the suspicion that some stations 
tape only what they want agencies to 
hear — and what is heard is often 
misleading to the agency. Broadcasts 
have been known to be "'staged" by a 
few stations just for taping, much 
in the manner of running special 
audience promotions during a rating 

Young & Rnbicam's Jerry Baldwin, 
assistant research director, welcomes 
the arrival of the certified tapes, ex- 
presses the hope that other stations 
may follow suit. BAH acknowledges 
that it has talked to other stations 
about the idea, but no commitments 
have been made. 

Bob Morris, president of BAR, 
describes the audit as providing 
proof of performance for stations. 
"The proof will take the form of an 
audited tape of each station's pro- 
graming during an hour and data 
specified by KKO General. However, 
"he says," we shall monitor a similar 
hour on an undisclosed alternate date 
to assure the pre-selcctcd time period 
is truly representative of the station's 
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TAPES NOW GET OFFICIAL SEAL 



The 



Hill 



then be given the HAH seal of ap- 
proval and will he delivered to HKO 
National Sales Division for their n-e 
among agencies and advertisers. The 
master tape will he retained in out 
files." 

HAH explains that if wide discrep- 
ancies are found in any tapes, the; 
will not he certified. 

Here is the actual certification 
cop) which is applied to the hack of 
each tape box : 

"Broadcast Advertisers Reports. 
Inc.. certifies that the enclosed tape 
recording is an exact duplicate of il> 
master tape monitor, recorded olT- 
thc-air of: I Motion rail letters, city, 
date, and time period monitored). 

"On the hasis of comparison with 
a control monitor, recorded subse- 
quent to the above dale without sta- 
tion foreknowledge, the enclosed re- 
cording is an accurate representation 
of the station's programing. 

"The master monitor tape is on 
file at the HAH Center and may be re- 
viewed at am lime 1>\ the recipient 
of ibis duplicate.'' 

The monitoring service uses the 
same equipment for this program 
that it uses for monitoring television 
station.-. The taping machines re- 
quire some adjustment for this pur- 
pose, and record at a -lower speed 
than for television. The) ma) he 
used for both since the television 
monitoring picks up audio only. Pro- 
duction is under control now in three 
markets. Service in others would re- 
quire technical adjustments. 

According to HAH, there is a tre- 
mendous demand for radio monitor- 
ng. The firm just initialed a new 
monitoring service of comnierical 
announcements in Philadelphia called 
the "B\R Check." Three reports 
ave been issued, the lasl of which 
une out last week. The) are strictly 
Ms of commercials and advertisers. 
One of the reasons why radio 
lonitoring is not as widespread a» 
lv is the cost, according to HAH. It 
•osls three limes the amount to moni- 
tor radio because iherc arc more 
commercials. HAH ba-es its cosl on 
-unit factors. ^ 



TD I CERTIFIED 

AH' AU 01 ° 




BAR'S president, Bob Morris (I) discusses certification on bad of monitored tape with Al 
Rocco. gen. mgr., KFRC, San Francisco, and Don Quinn, dir.. RKO General National Sales 



YOUNG & RUBICAM'S assistant . 
audio recording" played by Franlt 
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BUYERS GET A DAY AT SEA 
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ONE female poker sleuth in this big money game (fun dough, of FLANKED by a couple of Johnsons— Ken (I) sales mgr. WKBW-TV, 

ourse) on one of the Oslofjord's sun decks is Kudner's Maria Carayas. Buffalo, and Buck, sales mgr. WPAT, New York (r)— is Sary McKelvey, 

He more astute gamblers— those who were able to run their winnings up Lang, Fisher and Stashower buyer (c) who made it to New York 

5 huge sums— were equipped to bid and win priies at evening auction from his Cleveland habitat in time to catch the CCB Cruise to Nowhere 



PO.NSOR • 13 ACCVST 1962 



HARTFORD 

"Popularity Poll 



[wp Official Music 
L^J Station 



Personalities 



Community 
L5U Service 



Local News 



Salesmanship 

BY 

u P0P"-ULAR 
ACCLAIM!! 

WPOP 



Media peopU 
what they are doin 
and says 



TIMEBUYER'S 
CORNER 



Ever since Fuller & Smilli & itoss broke onl word of ils Lesloil 
windfall a couple of weeks back, a Hurry of speculation lias been 
making ihe rounds along Madison Ave. The big wonderment: upon 
whose timehttying shoulders will fall the choice task of handling 
Lestoil plums — Pine Lestoil. Sparkle Lestoil. Lestare, and Lestoil's Spray! 
Starch. IW to mention the new Lestoil products now heing readied fori 
introduction. Could be they'll he hanging out the "help wanted" sign soon. 

Morse IuleriialionaFs Mary Ellen Clark lias laken off on a two- 
week buying jaiml for Vieks products. She'll he hitting Milwaukee. 
Chicago. San Francisco, and Los Angeles within the next few days. 




HELPING Harry Novik (I), general mgr. WLIB, New York, launch official opening 
of new studios is Arthur Pardoll, associate media director, Foote, Cone & Belding 

Tbe vacation's over for Al Paul Leflon's Ken Allen; D-F-S' Ira 
Weinblnll; .McCnim-MarschalkV Frank Finn; Ceyer. Morey & Ballard's 
Hob Kiuscbe: and lloyt's Don-; II i. 

Spoiled mulling around in ihe crowd of w ell-wisbers during 
WUH's (New York) recenl parly lo celebrale ils new studio 
were Donahue & Coc's Belli Black, Mario Coleman, and Joe Barker. 
Al-o: BBDO's Chnence Holle; Jim Ducey of D-F-S: Foote. Coi 
Holding's Arlluir Pnrdoll: Sandy Mollis of Mollis & Lcl.ow: banilu-ij 
& Feaslex's Frank Sweeney: Monroe Giveiithal's Harvey Sebiiliiian; 
and Harry Bargeman: and Parkson's Edgar Kaufman. 

[I'lease turn lo page SO) 



NOW NUMBER 




i ) 

IN FLORIDA 

ORLANDO-DAYTONA 

Fustest growing 
market in Florida 

Nat. Mkt. Homes* 
Ranking* TV 

Miami 26 566,300 

Tampa 40 425,100 

Orlando- 

Daytona 67 292,100 

Jacksonville 75 257,700 

•Television, May 1%2 

WESH-TV 

Florida's Channel 2 




('.men more of Florida than 
nny other TV Station 



TIMEBUYER'S 

CO R N E R «-«ntin»od AZ 



Elenore Nelson, J. Walter Thompson. San Francisco, one of the buy- 
ers tagged as a top-notcher by reps in that area during a sponsor survey 
early this year ("They're the Top Buyers — on the West Coast,"' 1 Jauu- 

| ar\ ) lias resigned to make an extended world tour. Her successor: 

\ Colleen L. Mattiee. 

Can't help wondering: How many people will be invited to the 
j house-warming party for Leinien & Newell's George Blinn when he 
, moves into his new Long Island home this fall? 

There's no telling what thnelmyers will do to occupy llicni. 
J selves in their spare time. Take Donahue &• Coe's Phil Brooks, for 

I instance. I'hil sat down one day and wrote the words and music to a 
rock V roll ballad which he entitled "Stop Thief." It'll be out soon on a 
Riverside label. 

The Corner pays its respects this week to 
McCann-Eriekson's Phil Stiimbo. Phil works 
out of the Xew York office as broadcast super- 
visor on Humble Oil & Refining. Xorex Labora- 
tories, Tyrex Inc. and NBC. He got his feet wet 
in the ad' business back in 1953 with Biow-Beirn- 
Toigo. He joined McCann-Erickson in 1956 
where, until his recent promotion to broadcast 
supervisor, he handled the John Hancock, West- 
ingbouse, and Look magazine accounts. \ na- 
tive New Yorker. Phil was educated at Fonlham 
Philip A. Stumbo Lniversity and City College of Xew York. An 

enthusiastic worker. I'hil nonetheless enjoys an 
1 occasional breakaway from listening to sales pitches to play a game of 
tennis, read books or listen to the opera, and while he isn't about to admit 
J it, to cut a mean figure on the dance floor. 

Back from a honeymoon in Spain is McCann-Frickson's broadcast 
supervisor, Larry Bershou with his bride, the former Doreen Bloom, 
j Doreen (who worked in the agenc\ 's traffic department) and Larry were 
» married about a month ago. 

Other recent newlvweds: Don Douglas. D-F-S; Richard K. Man- 
| oil's Bud Pfaff. whose bride, the forme. Rose Marie Ricciugi, is em- 
pkned at Denton & Bowles. 

The song is ended but the melody lingers on dept.: although 
Vinee De Pierro is no longer buvimj for White Owl at Y&K (he's now 
' at Life magazine"), he still captains VSR's Media .Misfits a girl's base- 
ball team. 

There's more than one way to increase in-home audience fig- 
: nres: Mrs. Gene Sntorins. wife of Del-Wood account exec, did it by 
j presenting Gene with a son earlier this month. ^ 
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Commercial commentary 



the intellectual chaos into which this idolatry is leading us. 

Finally, and most important. I l>elie\e that vou lia\e. perhaps 
uiiintentionally and unwittingly, voiced the extreme philosophic 
confusion, which exists todav in main sections of society, about the 
qualities. we should look for in mass communications leadership. 

Let's examine this leadership problem. 

In ni) opinion it is one of the most critical problems which 
America faces, and it extends into main different fields. 

The bead of a broadcasting network, the president of a large 
vertising agency, the publisher of a mass magazine, the operator 
an important t\ or radio station, the editor of a big city daily 
these and man) others are placed in positions of enormous influence 
'or vast numbers of people. 
What manner of n.au should they be? 

It is axiomatic in our society that they must be business men. 
ith a realistic understanding of income and costs. Rut is this 
lough? Can vou justify, for instance, installing as president of 
huge t\ network someone whose only qualification i.- that he is a 
irewd man with a dollar? 1 don't believe you can. 
You and I have both seen too many of the fast-buek boys in 

advertising, in publishing, in broadcasting, not to recognize that 

something more is needed. But what is it? 

Leader or public whore? 

A surprising number of people have advanced the theory that a 

iss communications leader should be a kind of public whore — a 
man without personal principle who exists only to seek out and gratify 
the whimsical lusts of various majority and minority groups. 

Obviously those who hold this theory, don't emphasize the prosti- 
tution angle. (You don't in your research proposals: the FCf doesn't 

its injunctions to broadcasters to "know your community.") 

But where this is the only, or chief criterion for judging mas* 
communications leadership, it comes down to plain whoredom. 

1 have, in Emerson's phrase, no "churlish objection" to a restless 
search for more and more understanding of people. 

It is of course, natural and right and necessary in all eommuniea- 

I'ions work. Hut I insist that it is the second, not first qualification of 
The first is the classic proposition that he must be an individual 
dedicated to principles which are greater than himself, greater than 
Uriel) . and in the light of which he serves bis fellow man. 

The poet Robert Frost expressed this point perfectly when be told 
I'residcnt Kennedy, ''Your first answerability is to God and )oursclf. 
hour second answerability is to people and the country." 

In our own world of mass communications our greatest need, our 
areatest challenge is to find or develop an increasing number of 
'eaders with this type of dedication and individual integrity. 

It is not a problem for which there are quick solution.* or read) 
nswers. 1 do believe that somehow it can be solved. 

Rut this much 1 am sure of. It cannot be solved by the techniques 
f advertising-type research, by nose-counting or opinion polls. 

What's needed is thought, study, creative imagination on an entire- 
i different level. W hat's needed, perhaps, is praver. 
Marion, let's face the problem, not fuddle with research. ^ 
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IMAGE-BUILDERS 

[Continual from page 3<l) 

hits pursued a somewhat different set 
of image-building policies and activi- 
ties, although, as noted, it will co- 
operate with +As in the new joint 
information program. (Actually the 
AX A will he responsible for operat- 
ing the joint LA-ANA information ef- 
fort just as the 4 As has the responsi- 
bility for operating the Interchange 
program. ) 

Perhaps the most striking point of 
difference between its image approach 



and that of such organizations as I \s 
and NAB is the A\A's reluctance to 
draft and rely on formal codes lit 
has none > . 

Another significant difference: ANA 
— more, perhaps than any other trade 
group recognizes that lop level cor- 
poralt managements are important 
members of o p i ni on- maker and 
thought-leader communities and must 
he dealt with in any image-building 
program for advertising. 

Its famed "Project X." which last 
fall produced the important textbook. 
"Defining Advertising Goals for 




Harry Straw, of the dry hair ads, didn't make the Tricorn Club 

Harry wasn't in the lifeless scalp commercials. He just buys TV spots for them. 
He just didn't know that North Carolina's No. 1 metropolitan market is the pros- 
perous three-city "tricorn" . . . Winston-Salem, Greensboro, High Point ... No. 1 
in population, households and retail sales. Knowing those facts is all it takes to 
crack this exclusive club, Harry. Then schedule WSJS Television, of course— which 
is the No. 1 way to saturate the Tricorn Market (and the surrounding rich area 
thrown in). You get a Club hat with feathers, Harry, if you also remember North 
Carolina is the 12th state in population ... and that no self-respecting spot 
schedule can ignore the No. 1 market in the No. 12 state! You'll be a real 
smoothie with clients and account execs, Harry, when vou join the Tricorn Club 
— provided our official hat can fit onto your tousled wig. 



Measured Advertising Profit: 
essentially an image job for r 
nient, though with meaty values for 
advertising practitioners and students 
as well. 

In addition, the ANA last winter 
produced and released the film. "This 
is Ad\ ertising.'* based on a script by 
Harry W. MeMahon. The film 
designed for showing by ANA l 
hers, both to their own business 
dates, and to eivie groups. It has also 
received wide distribution througl 
the A FA. 

Supplementing such work, the ANA 
also has in operation already — under 
v. p. William Heimlich — a 
calling for the mailing of significant 
speeches and articles on advertising 
to schools, colleges, and government 
officials. 

\niong the materials it distributes 
in this way are the reports of the 
ANA-4 \ Interchange Committee < 
objectionable advertising which < 
out to selected newspapers, u invert 
ties, and government departmen 
Mich as Commerce. Health. Educ 
lion, and Welfare, and to members 
of important Congressional < 



\\A president Peter Allport heads 
mimeree Secretarv Hodges' Advc 
ti>iii<r \dvisorv Committee, and the ' 
\V\ makes available to members oi j 
the Senate and House special analyses 
I not recommendations or lobby i 
material) of all pending legislation 
affecting advertising. 

The AFA Program. Long the 
sponsor of '* \dvertising W eek. * i 
pioneer in rudimentary image-build 
ing. the Advertising Federation o 
\merica enlarged its concept in 1961 
to embrace a year-round activity 
known as ARP — Advertisii 
nition Program. This w; 
plished by George W. Head of Till 
National Cash 'Register Co.. 
chairman of the board of AFA. 

With the ambitious goal of "ea 
ing the crusade of explaining adver 
tisiiig's values to every corner of ou 
society.'* the AFA has joined with 
Ihe AWY ( Advertising Assn. of th 
Wcstl to supply ad etubs across th 
nation with a seemingly endless bail 
rage of promotional material, till 
clubs in turn setting up their own 
commiltees to apply this material s 
the local level. In addition, the AF^ | 
AAW goes directly to media 
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arc cm rciitK in the possession of nil 
3,600 radio stations in the l T . S. 

Volunteer task force agencies are 
selected each year to create both the 
\ ear's theme and material. 1962's 

lfrorby, Chicago, and Benton & 
Bowles. Taking the view that li ad- 
vertising is bring attacked with 
"bear-baiting" from many (juarters, 
both gleefully and enthusiastically, 
land 2i reliable studies show that the 
'public, at least women, like advertis- 
ing and do not share the views of 
'critics. AFA-AAW's 1962 campaign 
[lias aimed high ami wide at the gen- 
eral public, its advertisements de- 
signed to "appeal directly to the in- 
terests of the audience, simply, di- 
rectly, honestly." Advertisements in 

111 media talk about one specific and 
onteiuporary benefit or advantage 
njoyed by the consumer. 
Backbone of the material supplied 
(dividual ad clubs is the prepared 
speech. Among this year's notables: 
I ['Advertising and the American Feon- 
l.n.y." for deliverance to student, 
parent-teacher, and faculty groups; 
find "Win Advertising?" and '-Don't 
Mulder the Bugler" aimed at husi- 
iess and professional groups. Too. 
he AXA-IA film "This is Advortis- 
ng." as described above, is distrib- 
Jted to the clubs through A FA. In 
ill. the pervading philosophy at AFA 
s to "leave no stone unturned in 
-orrecting niisconceptions held b\ the 
lublie as to how advertising fnne- 
ions and its place in the business 
ind social community." 



The MM \dvertishig Recognition 
Program, scheduled to begin ea.lv in 
February, will be kicked ..IT with an 
••Advertising Recognition YAoek." to 
be followed up by an even larger 
sustained elTort than the one current- 

will be Fletcher Richards, Calkins & 
llohlen. San Francisco, and the na- 
tional chairman for next v ear's ac- 
tivities will be King Harris of the 
Folger CofTce Co. ^ 

TRAINING TIMEBUYERS 

(Continual from page 39) 
ers. Directors and above handle 
both media. Neither agency has as- 
sistant buyers. 

\lthough experience in both jobs 
is desirable. Del'ierro said, if a 
choice were to be made -all things 
equal he would frll a buyer va- 
cancy with a media analyst rather 

Kenney, too. said an estimator or 

spending time in the other job. But 
he stressed (also expressed by De- 
l'ierro and Dietzl that he -eeks ■•en- 
thusiasm" in a potential buyer. 

Voluntarily, not in response to a 
(piestion. each in his own way said 
that a "comer" shows interest in his 
work, asks questions about the job. 
asks if it wouldn't be better ''to do 
the job this way." etc. This char- 
acteristic, plus a facility with num- 
bers, they all agree, brings a be- 
ginner to an agency well-equipped 
for promotion to Inner. 

And a well-trained' buyer pavs off. 



Del'ierro cited one possible situation: 
a buying advantage of .V ; over com- 
petition can mean 30 million addi- 
tioiral nighttime tv home impressions 
on a §2 million broadcast budget. * 

TIMEBUYERS' CRUISE 

[Continued front pa^c 17 I 

ja// combo outdoors during the 

, lav time and later indoors. 

Those endowed with more than 
average physical endurance took ad- 
vantage of' the ship's gvnmasinm. 
Here, they worked out on rowing 
machines, bicycles, punch balls, etc. 

The only pu/./.lement (when thev 
took time out to even contemplate it, 
that is I was the exact location of the 
liner. Ml they knew was that the 
.-hip was anchored somewhere out at 
sea out of sight of land. And spec- 
ulations ran from 13 to "i0 miles. 
In brief, where was "Nowhere"? 

The dav long event was climaxed 
by the showing of a hilariously eon- 
trived film, starring the timebuvers 
themselves (photographed sotta vorr) 
and cleverly interspersed with old, 
but real mov ie. film clips. 

And as the fun-weary group de- 
barked at pier 12 at l'l p.m. they 
were handed something extra to tote 
home as a further memento a bag 
of Norwegian delicacies. 

And Capital Cities . balked up an- 
other successful "time out for time- 
buvers" jaunt, for despite their ap- 
prehension (since the wine flowed 
like water l no one was reported 
overboard anywhere in that area 
known as " Nowhere." *» 



surgery in a snowstorm? 



o o 



If picture quality isn't too important, 
viewers could watch another station 
in this market, but most people prefer 
to stick with us. Metro share in prime 
time is DO',', and homes delivered top 
any other station sharing the other 10' ; . 
{Alili, March, V.W>) Voi 
big buy for North Florid 
South Georgia, and South- 
east Alabama is 
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PARDON US FOR NAME DROPPING, but names make news . And these are some (but only a 
few) of the local citizens who made news on the CBS Owned television stations in the past couple 
of years. Clergymen, physicists, politicians, teachers -people with something important to say to 
their community- said It frequently, freely on programs originated by our local production staffs. 
This unfailing sense of what interests audiences is one reason why locally-produced programming 
on the five stations has been honored by more than 100 awards and citations in the past two years 
alone. It also helps explain the stature and the popularity of the stations themselves. For audiences 
(advertisers too!) have long known who broadcasts local programs that are uniquely compelling... 
uniquely newsworthy. Namely the CBS Owned television stations. CBS TELEVISION STATIONS 

A Division of Columbia Broadcasting System. Inc. 
Operating wcbs tv New York, knxt Los Angeles, wbbmtv 
Chicago, wcau-tv Philadelphia and kmox-tv St Louis. 



I j 



SPONSOR 
WEEK i¥RAp - up 



KBS "radio nation" 

(Continued from Sponsor Week) 

iated with KBS cover 80 million peo- 
ple in the U. S. with annual spend- 
ing of $190 billion on consumer 
goods and services. The stations in- 
cluded reach 83% of all U. S. coun- 



ties and 848 of the affiliates are lo- 
cated in county seats. 

Within the KBS network are three 
specialized networks: a farm net- 
work of 865 radio stations covering 
78% of the nation's farms, a Negro 
network of 360 stations, and a col- 
lege of 355 affiliates. 



Advertisers 



The FTC was more than normally- 
active last week, taking action 
against four tv advertisers. 

On the one hand, the commission 
came out with consent orders 
against Louis Marx and Remco for 
deceptive toy advertising. The 
charge: both have used false and 
misleading tv commercials to pro- 
mote their products. The order in- 
volves Marx's "Giant Blue & Grey 
Battle Set" and Remco's "Radio- 
craft Kits" and "Electro Chemistry 
Science Kit." 

In an initial decision on a long- 
pending complaint against General 




si'0\suii • U wcivr 1962 



Motors and Libbey-Owens-Ford 
Glass, the FTC ruled that the two 
used deceptive camera techniques 
and devices in tv commercials to 
inaccurately compare optical distor- 
tion between automobile safety plate 
glass and automobile safety sheet 
glass. 

More than 300 representatives of 
the $360 million pet food industry 
will gather in Chicago 12-14 Septem- 
ber for the fifth annual convention 
of the Pet Food Institute. 

Highlighting the three-day con- 
clave will be discussions of new 
sales promotion and merchandising 
techniques. 



The impact of multiple packaging 
on the merchandising of pet foods 
will be discussed by Duncan Dunn- 
ing of Mead Packaging. 

For those members of the sports- 
sponsorship gentry, here's an in- 
teresting bit of information re. a 
veteran in the field. 

Atlantic Refining (N. W. Ayer) is 
the oldest continuous broadcaster of 
major league baseball, having 
started in 1936 and participated in 
17,844 sportscasts. 

Some of these were as complete 
sponsors in the early years, and 
more recently as co-sponsors. Some 
15,000 of these games have been 



major and minor league baseball. 

Note: These figures are for 1936 
61 and don't include an extensive 
1962 big league baseball schedule. 

Campaigns: A full sales promotion 
and advertising drive designed to 
promote its retail outlets as "one 
stop social communication centers" 
is being launched by Hallmark 
Cards. Hallmark will use its Hall 
of Fame show on NBC TV to promote 
its new designs, via Foote, Cone & 
Belding Chicago. 

Financial reports: Net income for 
the first half of the year for Borden 
was $15,201,893 or $1.43 a share, 
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compared with $14,731,090, or $1.39 
a share in the same 1961 period. 
First half sales were $519,564,380, up 
from $501,330,509 in the like period 
a year earlier . . . Pepsi-Cola re- 
ported that earnings for the first 
six months of the year climbed to 
a record $7,321,000 equal to $1.12 
per share compared to 1961 mid- 
year earnings of $6,805,000 or $1.05 
a share ... For the first six months 
of the year, Minnesota Mining and 
Manufacturing reported sales of 
$334,512,372 with net income of $38,- 
750,260, equal to 75 cents a share. 
This compares with sales of $293,- 
575,905 and net income of $34,469,- 
183 or 67 cents a share for the 
period a year ago . . . Sterling Drug's 
net profit for the six months ended 
30 June was $11,171,939, or $1.40 
per common share, an all-time first 
half high. These earnings com- 
pare with $10,811,018 or $1.36 per 
share for the 1961 period. Consoli- 
dated sales for the first six months 
were $117,812,909 compared with 
$114,413,528 in 1961. 

PEOPLE ON THE MOVE: Edward J. 
Stafford to the post of divisional 
sales manager covering division I 
at The Sweets Company of America 
. . . Richard H. Wilbur to a brand 
manager for Helene Curtis Indus- 
tries. 

Agencies 

Donahue & Coe lost its major tv 
piece of business, Squibb's Vigran 
vitamin capsules to Benton & 
Bowles. 

The account was worth around $2 
million. 

In tv Squibb has been concen- 
trating on the ABC Evening Report. 

Remaining at D&C is Squibb's 
Broxodent electric toothbrush. 

Papert, Koenig, Lois, Doyle Dane 
Bernbach and Kastor, Hilton, Ches- 
ley, Clifford & Atherton also com- 
peted for the Squibb account. 

Agency appointments: Hazel Bishop 
of Canada Ltd. to Kenyon & Eck- 
hardt Ltd. of Canada . . . Metro- 
media to Albert Frank-Guenther Law 

for a financial public relations pro- 



gram . . . Maradel Products to 
Mogul, Williams & Saylor, Kastor, 
Hilton, Chesley, Clifford & Atherton, 
and Kenneth Rader for various cos- 
metics and toiletries . . . Porsche of 
America Corp. to Henry J. Kaufman 
& Associates of Washington, D. C. 
. . . Clark Oil and Refining ($1 mil- 
lion) to Papert, Koenig, Lois, from 
Tatham-Laird . . . Elanco Products 
division of Eli Lilly to Clinton E. 
Frank from Henderson Advertising 
. . . Perini Electronic to MacManus, 
John & Adams . . . Squibb's Vigran 
Vitamin ($2 million) to Benton & 
Bowles, from Donahue & Coe. 

New v.p.'s: Charles W. Butler and 
Fred Gerlach at Gardner . . . James 
F. Quinn at Edward H. Weiss . . . 
John R. Burrill at William Schaller, 
Hartfold, for new business and crea- 
tive . . . Keith Frederickson at Sav- 
age-Dow, Omaha. 

PEOPLE ON THE MOVE: Phil R. 
McTaggart to account executive and 
Paul S. Lessig to the marketing re- 
search department at Hoefer, Die- 
terich & Brown, San Francisco . . . 
William Santoni to media buyer at 
Geyer, Morey, Ballard . . . Richard W. 
Garbett to account executive at 
Kenyon & Eckhardt . . . Marian B. 
Dennis to the account management 
group at Hoag & Provandie . . . 
Lawrence 0. Hogrefe to account ex- 
ecutive on the Perma-lift account at 
Earle Ludgin . . . Lincoln Diamant 
and Jay Kacin to senior producers 
in the commercial production de- 
partment of Ogilvy, Benson & Mather 
. . . Robert G. Froemming to account 
executive at Allen & Reynolds . . . 
A. Stanley Kramer to account execu- 
tive at Leo Burnett . . . John P. C. 
McMurran to account executive at 
Garfield, Hoffman & Conner . . . 
Martin Schwager to marketing serv- 
ices director of K&E . . . Stanley 
Pulver, formerly of Colgate, to as- 
sociate media director at Lynn 
Baker. 

Kudos: John C. Cornelius, senior 
consultant to BBDO Twin Cities, 
was the recipient of the 1962 Dis- 
tinguished Service Award from the 
A FA. 



Associations 



The Colorado Broadcasters Assn. 
would like it known that its new 
officers have been elected. 

Bob Martin of KMOR, Littleton is 
president, Jerry Fitch of KGLN, 
Glenwood Springs is vice president, 
and Ralph Atlass of KIUP, Durango 
is secretary-treasurer. 

New directors elected to three- 
year terms are Ralph Atlass and 
Russ Shaffer (KBOL, Boulder). 

LeRoy Collins had a bit of armchair 
psychology for those gathered at the 
joint meeting of the Georgia and 
South Carolina Broadcasters Associ- 
ations. 

The NAB president urged the in- 
dustry to shed what he called its 
"deeply entrenched defensive com- 
plex" and move toward stronger self- 
discipline. 

A more solid front behind the 
NAB Codes of Good Practices will 
stave off both "the law of the jun- 
gle" and the dictum of the bureau- 
crat, Collins said. 

NAB president LeRoy Collins will 
be guest speaker at the annual Fall 
Meeting of the Oregon Assn. of 
Broadcasters. 

The conclave is set for 20 Novem- 
ber at the Sheraton-Portland. 

PEOPLE ON THE MOVE: Paul B. 
Comstock to vice president for gov- 
ernment affairs of the NAB, effec- 
tive 1 September. 

Tv Stations 



A proposal has been made to Presi- 
dent Kennedy to consider the crea- 
tion of a new White House post, that 
of Broadcast Secretary. 

The suggestion was made by Rich- 
ard S. Aldrich, Republican candidate 
in Manhattan's 19th Congressional 
District. 

Aldrich stated that "radio and tv 
have totally proved their competence 
and importance as vital communi- 
cations media and deserve a status 
comparable to that of the press." 
U'lra.w turn to jxipc 61) 
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IF hat's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



13 AUGUST 1962 The President's new consumer advisory council will not only be a seeond 

copyritht i9«j Federal Trade Commission and a second Food ;md Drug Administration, hut it will 
sponsor a ' so serve to keep the original bodies on their toes. 
publications inc. b looks like advertisers and merchandisers are in for a two-pronged squeeze. 

Shaping up for the new body is a role as overseer of all government activities 
under the general heading of protection of consumers. Exact guidelines haven't been 
drawn, but there is some fear that the advisers could even go so far afield as to consider tv 
programing. 

More certain is intervention in such fields as ad claims and allegedly deceptive packaging. 
The latter has been hit on a tentative hasis by Food and Drug, which has seized some instant 
coffee on the grounds that the cost per ounce in the "large economy size" was greater in one 
shipment than in the small size. If the aetion is successful, a pattern will have been set. 

Neither Food and Drug nor the FTC is likely to resent what appears to be certain en- 
croachment on their fields, since recommendations will be action through the existing agen- 
cies. FTC, for one, has been getting tougher and would like to speed up this process, subject 
to available manpower. 

FTC has trouble getting funds approved by Congress, however, and the feeling is that if 
the President's new advisory group stirs up the dust enough the pursestrings might 
he loosened. 

Where the new group will begin and where it will end still remains something of a mystery. 
It has just recently been named, and it will set out its own objectives when it gets rolling. There 
is no doubt in the world, though, that this will be another very large cloud in the darken- 
ing regulatorv picture for advertisers. 

FCC hopes that FM will take up the slack, after at least temporary freeze on new 
AIM applications. 

The commission looks to increasing popularity of fm. plus availability of channels in 
many places, not only to take the heat off of what it regards as overcrowded am. It also 
hopes that an expanding fm will finally dispose of the long nagging am daytimer problem. 

FM signals, like TV, are so-called line-of-sight and don't create nighttime interference 
problems like am. FCC priorities in assigning fm channels are eloquent. The first is to 
disturb existing assignments only if absolutely necessary. But beyond that a first fm station 
to as much as the U.S. as possible, with emphasis on those communities now without a local 
nighttime service. This hits the argument of daytimcrs for longer operating hours 
where tliey are the only local stations, and their main argument at that. 

Stations hit by FCC "death penalties" for a variety of reasons, most notably 
big-market KRLA, ean hope in appeals for reconsideration to be given a trial before 
they are hung. 

There has been no difference of opinion among Commissioners to justify any optimism 
that decisions will be ebanged. It will be necessary in all cases to appeal to the Courts. 

Stations wishing to appeal to the Courts need not actually go off the air until and unless 
they fight their cases all the way to the Supreme Court and lose. FCC policy is to grant stays 
of execution until the last legal bridge has been crossed. 

Court appeals have some danger for broadcasters generally. Any strongly worded 
Supreme Court baeking for FCC power to eaneel licenses or to refuse to renew 
could only aet as a goad to the Commission to go farther and faster along these 
same lines. 
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Significant news, trends, buys 
in national spot tv and radio 



SPOT-SCOPE 



13 AUGUST 1962 One of the hottest prospects in the spot tv hopper, expected to act any minute 

cttyritht imj now. is Ovaltine, out of Tatlnim-Laird. 

sponsor The Wander Company, makers of Ovaltine. are also adding to their confection line 

publications iNo. another new caiidv bar which is expected also to figure importantly in fall spot plans. 

Chicago reps have begun to feel the results of the winter wanderlust which 
prompted the move of two active spot accounts to the Doyle Dane Bernbaeh shop 
(here. 

The migrants in question are Rival Dog Food, which departed Need ham, Louis & 
Brorby and Cracker Jack which left Burnett. The reason behind the midwest reps' regret: 
DDB there has no media department and the buying is being done out of New York. 

Although neither of these two accounts will seriously affect the Chicago economic picture, 
it's still a loss for central-region sellers. The call went out several weeks ago to their New York 
counterparts (see 16 July SPOT SCOPE) for Cracker Jack tv kid show minutes to run 17 
September through 15 December and Rival emharked two weeks ago on an extensive 36-week 
tv spot campaign in flights. 

+■ 

As far as Chicago and the rest of the midwest are concerned, the third quarter 
ought to be a record breaker for spot tv judging from the amount of business done 
in those quarters last week. 

A glimpse at the roster of Chicago accounts activating: Campbell's Franco American 
Gravies, Kraft for Miracle corn oil margarine, P&G's Mr. Clean heavying up existing schedules 
and adding scattered markets, Betty Crocker for Blueberry Muffin Mix. 

St. Louis has also broken loose all of a sudden, with these accounts buying tv: Southwest- 
ern Bell Telephone, Pet Milk's Sego. Purina Dog Chow. Grove Labs Bromo Quinine. 

Kansas City was also heard from, involving notably Skelly Oil. Rutherford Food, 
Faultless Starch. 

For details of this and other spot action of the past week see items below. 



SPOT TV BUYS 

Campbell Soup is buying for a 17 September start on behalf of Franco American Gravies. 
The request is for strictly a female audience and end of the week shopping days only are being 
bought. Time segments: day, fringe and late night minutes. Agency: Leo Burnett. Buyer: 
Floise Beatty. 

Kraft is lining up markets for its recent entry into the corn oil margarine field under the 
Miracle label. Schedules start 2 September and continue for 10 weeks. Time segments: day- 
linie minutes. Agency: Needham. Louis & Brorln . Buyer is Mark Oken. 

Hetty Crocker is bin ing a four-week schedule for its Blueberry Muffin Mix. The buying is 
being handled by Needham, Louis & Brorby and John Stetson is the buying contact. 
Southwestern Bell Telephone Company is seeking prime-time chain breaks to promote 
the Yellow Pages. Campaign is a 19-week run starting next week. 20 August. Gardner is the 
agency. 

Pet Milk i9 going back in heavily for Sego. The request is for day and fringe minutes for a 3 
September 9tart. The campaign is for 25 weeks, with two hiatus periods falling at Thanksgiving 
and Christmas time. Agency: Gardner. 

Purina Mills is investing very big budgets in a 15-week schedule foi its Dog Chow. It's using 
prime and fringe minutes and chainbreaks for 2 October starts, with buying being done out of 
Gardner. 



SPONSOR • 13 AUGUST 1962 



SPOT-SCOPE continued 



Grove Laboratories is lining up markets for a IS October kick off on behalf of Bromo 
Quinine. Schedules of nighttime minutes are slated for 22-week runs. The agency: Gardner. 
Skelly Oil Co., Kansas City wants prime chain breaks and I.D.'s for 10-week schedules to 
kick off on 23 September. The account is handled out of Bruce B. Brewer. 

Rutherford Food Company is returning to spot tv after an absence of about five years. The 
account is now requesting avails for its Hy Power Brand of canned meats, also out of Bruce B. 
Brewer. Kansas City. 

Faultless Starch is going into several selected markets. bu\ ing an eight-week campaign. Time 
segments: I.D.'s. Schedules will be launched on 5 September. Agency: Brewer. 
Procter & Giiinble is seeking nighttime minutes to promote its Downy Fabric Softener. The 
campaign starts 2 September and runs through 30 June 1963. The agency is Grey and Joel 
Siegel is the buyer. 

Gold Medal Candy Corp. is buying on behalf of Bonomo Turkish Taffy. Schedules of kids 
minutes kick off on 17 September for 10 weeks. Agency: Mogul Williams & Savior and the 
buyer, Joyce Peters. 

Lever Brothers is buying for Dove, with schedules of fringe-time minutes to start on 16 
September. The campaign is for six weeks. Agency : Ogilvy. Benson & Mather. Buyer: Tom 
Lawson. 

Bumble Bee Tuna Fish is lining up selected markets for a campaign to start later this month, 
27 August, for 10 weeks. Time segments: night and day minutes, chainbreaks and I.D.'s. Agency 
is Richard K. Manoff. 

Peter Paul will launch a campaign on 23 September. Schedules are set to run for 11 weeks, 
using early and late fringe minutes. Agency: Dancer-Fitzgerald-Sample. Buyer: Marty 
Chapman. 

National Federation of Coffee Growers of Columbia is seeking minutes and I.D.'s for a 
campaign to promote Columbian coffee. Schedules are to start 9 Septemher and run for 13 
weeks in several markets. The agency is Doyle Dane Bernhach and the huver is Charlotte 
Corbet. 

Gerber Products is lining up markets for its latest drive on hehalf of its bahy foods. The re- 
auest is for daytime minutes to start the first of October for eight weeks. D'Arcy is buying for 
the account and Bob O'Connell is the contact. 

General Foods will start schedules on 9 Septemher which will run through 24 Novemher on 
behalf of La France laundry products. Time segments: daytime minutes. Agency: Foote, Cone & 
Belding. Buyer: Dave Logan. 

Fels is also starting on 9 Septemher with daytime and fringe minutes. The campaign is set to 
continue for 13 weeks. Agency: Richard K. Manoff. 

American Home Products wants schedules to start as soon as possible and continue through 
mid-October on hehalf of Black Flag insecticide. The buying's being done out of Ted Bates by 
Tom Clancey. 

SPOT RADIO BUYS 

B. T, Babbitt is hack on the radio buying line for the first time this year for Oakite. The 
campaign, using multiple markets, is based on participation in Housewife's Protective League 
shows with a live copy approach. Markets hought include Lo« Angeles. New York. Philadelphia 
and Boston. Schedules will run for three more weeks. Agency: Geyer. Morev. Ballard. Buyer: 
Bob Kutsche. 

Robert Hall kicks off on 16 August with a 16-week campaign in about 200 markets. Time 
segments: minutes, about 21-35 per week. Agencv: Arkwright. Buver: Jim Hackett. fFor more 
details see SPONSOR-SCOPE, page 24,) 

Dynacolor Corp. is in five or six test markets including Washington, D C, Los Angeles and 
Atlanta with two-three adult stations per market in a saturation campaign for its photographic 
products. Campaign runs through Labor Day, using weekend drive-time minutes. Agency: 
Geer. DuBois. Buyer: Penny Schmidt. 
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A round-up of trade talk, 
trends and tips for admen 



+ SPONSOR HEARS 
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PUBLICATIONS II 



Y&R management may not know it but rep salesmen haven't taken warmly to 
the agency's adoption of a field service unit (see 30 July SPONSOR-SCOPE). 

The salesmen suspect that what with computers processing availabilities and the unit 
roaming around their stations the rep contact function has all the marks of being re- 
duced to errand boy. 

Y&R's rejoinder to this: the unit's function is not to bargain or negotiate but rather to 
(1) gather information that will add to the efficiency of Y&R's media service and (2) 
become saturated with knowledge of local markets so that a member of the unit will eventu- 
ally be well equipped when he takes over as a buyer in the home office. 



The sales head of one of tv's perennial durable accounts has developed a strong 
irritation about stations that contact his MR's on having a market included in the 
company's spot list. 

The executive figures that it's not cricket for media to make a manufacturer's rep- 
resentative unhappy about his market's advertising status. 

Hence when this sales chief gets a griping letter from an MR on this subject he relays it 
to the agency with the admonition not to include on the schedule at any time the sta- 
tion that stirred up the MR. 

Jaek D. Parker, Saginaw, Mieh., adman, thinks that SPONSOR HEARS gave 
Ted Malone a bad shuffle when it noted that Ed Sullivan is likely the longest-ex- 
tant personality in air media, having come into radio in 1931. 

Reminds Parker: Malone faced his first mike back in the 20's and that he's still at it with 
daily transcribed story-telling shows in Michigan, Maine and elsewhere, and with a 
line of sponsors. 

NBC TV got the nod for the World Series of Golf series (8-9 September) 
mainly for the reason it would be able to deliver the six live holes in color. 

Zenith, the special's No. 1 sponsor, is in the color set business and it saw in the special 
an opportunity to make promotional ballyhoo for that line. 

Incidentally, it looks like at least $50,001) will be spent to merchandise the swing- 
ing and putting of Arnold Palmer. Gary Player and Jack Nieklaus. 

Tv stations might take what happened in the case of Hazel's eventual rating a? 
something for self contemplation when they try to relate their conception of local 
mores, etc., to the potential acceptance of a program. 

JWT had to work on about 40 NBC TV affiliates for clearance of Hazel and the reason a 
large percentage of the stations gave for sidestepping the show: the vast bulk of our view- 
ers don't have a maid and we can't imagine their going for a program in which 
the central character wears a white cap and apron. 



The Miss America Pageant Finals of 9 September 1961 should have been prop- 
erly included among the 15 programs which on individual occasions achieved the 
highest average audience percentages for the 1961-62 season, according to Nielsen. 

The Pageant Finals pulled a 41.8 AA%. In terms of average homes this came to 
1 9,604.000, which is c\ en more than that scored for the Academy Awards (18,179,000 homes) . 
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EVERYBODY'S 
AJCEIOTY 




Anybody can have an interview on WSB Radio. Not just big folks, but 
little folks, too. This is what makes WSB's interviews so interesting and 
enjoyable. Each is tailored for a particular time slot. When it comes on 
the air, it's fresh, crisp and to the point. Entertaining interviews are 
blended with other WSB Radio programming ingredients to deliver 
Atlanta and much of Georgia. 



Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Associated with V.'SOC WSOC 
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WRAP-UP 

(Continued from pu^c 5o i 

Pointing to the advent of Telstar, 
Aldrich noted that electronic jour- 
nalism is becoming increasingly 
complicated, necessitating an expert 
to advise the President on the fast- 
occurring developments. 

A new TvB presentation aimed at 
food stores is "The Super Medium 
for Markets." 
The brochure gives factual data on 



food sales and distribution, compara- 
tive media figures, tv success stories, 
etc. 

Ideas at work: 

• KRON-TV, cameras enabled a 
huge feminine audience to preview 
fall fashions from their own homes 
when the station covered the eighth 
annual San Francisco Fashion In- 
dustries Union Square Fashion Shows 
recently. Another KRON-TV idea: the 
station is turning to little theater 



groups for material and actors and 
as the first step in this direction is 
running a contest for original one- 
half hour tv scripts. 

Financial report: Taft Broadcasting 
profit before taxes for the first fiscal 
quarter ended 30 June was $1,266,357, 
up 32% from $956,892 for the prior 
year's first fiscal quarter. Revenue for 
the quarter rose to $3,057,975 from 
$2,606,162 while net income in- 
creased 26% to $578,541 from $460,- 
683. 

New quarters: Pulse's West Coast 
office has taken additional space at 
6399 Wilshire Boulevard, earmarked 
for production use only. Paul Synder 
| moves from headquarters in New 
York to head up the production staff. 

Kudos: President Kennedy saluted in 
[ a telegram to WJW-TV, Cleveland the 
station's annual "Junior Olympics" 
program . . . Major John P. Dillon, 
in civilian life the promotion mana- 
ger of WBTV, Charlotte, was selected 
to participate in a special staff visit 
to observe Air Force operations in 
Europe. He returns on 18 August. 

PEOPLE ON THE MOVE: Don Sbarra 
to vice president and general man- 
ager of KARD-TV, Wichita and the 
Kansas State Network . . . James S. 
Gessner to account executive at 
WCBS-TV, New York. 

! 

Radio Stations 



More than 300 d.j.'s will be in St. 
Louis on 17-19 August for the 
seventh annual convention of the 
National Assn. of Radio Announcers. 

The place: the Sheraton-Jefferson 
Hotel. 

In addition to state and local dig- 
nitaries, an address will be de- 
livered by Andrew Hatcher, deputy 
press secretary to the President. 

Plough Broadcasting is staying right 
on top of advancements in elec- 
tronics with the institution of a new, 
musical format. 

The new format is described as 
first, conforming entirely to the popu- 




And Pittsburgh's great movie station— 
WIIC— has a wealth of fine M-G-M and 
20th-Fox films that will sell for you ! 



Spots are now available in: 

SATURDAY NIGHT AT THE MOVIES Part II 

(11:10 p.m. Saturdays) <&^S 

SUNDAY AFTERNOON AT THE MOVIES ^ Wa 

(1:00 p.m. Sundays) C-Lm—bi 

TITTTP CHANNEL 11 IP 

Wily PITTSBURGH J7W 

Represented nationally by Blair-TV \J~> 



01 



SPONSOR • 13 AL'CL'ST 1962 



lar musical taste with a "toe-tap- 
ping, finger-snapping beat" and sec- 
ond, using IBM machines to pro- 
gram the records for a full week of 
broadcasting. (There are over 60,000 
individual music recordings cata- 
logued on the IBM cards and the 
processing selects each tune to be 
played according to a master for- 
mula.) 

The new programing technique is 
being tried on WJJD, Chicago and 
WCOP, Boston. 

Incidentally, radio time buyers 
can win prizes valued at $9,000 by 
coming up with the best single 
word, coined word or phrase of less 
than 10 words to describe the new 
Plough "musical sound." 

Ideas at work: 

• WIP, Philadelphia, on learning 
that the Bonsai Military Marching 
Band from New Jersey, the only 

'marching band invited to represent 
the U.S. in the World Music Festival 
in Holland, didn't have the mcney to 
make the trip, solicited listeners 
for contributions and helped the 
group reach its goal of $28,000. 

• KPRC, Houston has presented 
an anthem to the city called "The 
Sound of Houston." The special 
gold record composed by Johnny 
iMann, was given to Houston Mayor 
Lewis Cutrer. 

• WWDC, Washington, D. C. has 
found an additional use for its Sat- 
ellite Studio. Each Friday night 
throughout August it will be used as 
a "Swinging Satellite Safari" for 
dancing in the streets under the 
stars. It will move to a different 
location each week. 

• On "Portable Radio Night" 15 
[August, WCCO will award several 
transistor clock radios during the 
(Minnesota Twins-New York Yankee 
.game to: president and manager of 
the home club, all Twins who hit 

Ipome runs against the Yankees, the 
winning Minnesota pitcher, fans in 
the stands following the game on 
,/VCCO, listeners who win a write-in 
pontest. 

Ifinancial report: Rollins Broadcast- 
ng reported net earnings for the 
/ear ended 30 April were $437,396 Or 



46 cents per share on revenues of 
$6,395,312. This compares with net 
earnings before special credits of 
$358,553 or 40 cents per share on 
revenue of $4,401,773 for the com- 
parable period a year ago. 

Football sales: Nearly two months 
before the first kickoff, WCCO has 
signed an all-star lineup of sponsors 
for the University of Minnesota sea- 
son. Twin City Federal Savings and 
Loan and Mileage-Direct Service 
Gasoline will present the play-by- 
play; Northwestern Bell Telephone 
will sponsor the 25-minute "Football 
Preview" and Pako Photo has the 
half-hour "Football Review"; Velie 
Sales has the one-minute spot pre- 
ceding and following the games and 
the "Football Scoreboard." . . . 
WTMJ, Milwaukee sold the Green 
Bay Packer exhibition and league 
games to Thorp Finance and La 
Palina cigars. Sponsorship includes 
a seven-station network throughout 
the state ... A full spot schedule 
surrounding the 49er broadcasts on 
KSFO, San Francisco includes State 
Farm Insurance, Citizens Federal 
Savings and Loan, Leopard Cafe. 

Retirement: Larry Walker, executive 
vice president of Carolina Broad- 
casting which owns and operates 
WSOC-TV and radio, Charlotte, will 
retire on 1 October. C. George 
Henderson, current general sales 
manager of the tv station will be- 
come vice president in charge cf 
tv and Henry Sullivan will hold the 
same title for radio. 

PEOPLE ON THE MOVE: Walter A. 
Schwartz to assistant general man- 
ager of WINS, New York . . . William 
H. Aaron, Jr. to sales manager of 
WDTM, Detroit, replacing George S. 
Milroy who becomes national sales 
manager of the station . . . Anthony 
Lanzone to account executive cf 
WEJL, Scranton . . . George Mazarr 
to account executive of WLS, Chi- 
cago . . . Arthur Harrison to sales 
manager for WINS, New York . . . 
Roger Coleman to vice president 
and general manager WQXR, New 
York . . . Franz Allina to director of 
public relations for the Straus 



Broadcasting Group, including 
WMCA, New York and Radio Press 
International . . . Richard F. Palm- 
quist to sales manager at KMEO, 
Omaha . . . Richard E. Burn's to di 
rector of a newly-created research 
and special promotions department 
at WLDM, Detroit . . . Thomas B. 
Wilson, chief executive officer of 
Resort Airlines to manager of KHOW, 
Denver . . . Maurey Rosen to retail 
sales manager at KWKW, Pasadena. 



The QXR Network has prepared an 
elaborate pitch to auto makers. 

According to the network, its 
1,800,000 fm homes spend approxi- 
mately $881 million annually to buy 
an average of 229,000 new cars. 

National fm audience figures 
show that nearly half of the three- 
or-more car families in the country 
are fm families and 4,250,000 fm 
families own and operate two cars. 

The QXR Network audience alone 
owns over $2 billion worth of auto- 
mobiles bought new and a recent 
national survey of 3,872,600 families 
planning to buy a new car within six 
months disclosed that 50.7% were 
fm families. 

At the annual meeting of the FM 
Broadcasters Assn. of Southern Cal- 
ifornia Jack Kiefer of KMLA, Los 
Angeles was elected president for 
the coming year. 

Sleepie Stein (KNOB. Long Beach) 
was named vice president, Bj Ham- 
rick (Western FM Sales) was re- 
elected secretary. 

Sign on: WMMM (FM) will start sun- 
rise-midnight broadcasting on 1 
September. The Westport, Conn, 
outlet will duplicate regular am pro- 
graming during the day and con- 
tinue with independent programing 
of good music after sundown. 

Networks 



ABC TV, like both CBS TV and NBC 
TV, is offering an election night 
package. 
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ABC TV is quoting $400,000 for full 
sponsorship, which provides 30 com- 
mercial minutes. 

The price tag for half of the 
night's package is $225,000, allowing 
15 commercial minutes. 

Sales: ABC TV's coverage of the 1962 
American Football League schedule 
to Goodyear (Y&R). . . . ABC TV's 
"Tennessee Ernie Ford Show" to 
Campbell Soup for Monday-Friday 
participation starting 17 September. 
Buy was made via Needham, Louis 
& Brorby. . . . P&G (Benton & 
Bowles) will again sponsor "Holly- 
wood: The Golden Years" when NBC 
TV reruns the special on 18 Septem- 
ber. . . . Kraft's confectionery divi- 
sion bought four alternate quarter 
hours on NBC TV daytime, via FC& 
B. On an annual basis this would 
come to $1.3 million. . . . Maxwell 
House (B&B) has bought one spot 
in each of ABC TV's "Father Knows 
Best," "Leave it to Beaver," and 
"ABC Evening Report" from 27-30 
September. . . . ABC TV's "Roy Rog- 
ers-Dale Evans Variety Hour," "The 
Gallant Men," "The Sunday Night 
Movie," and "The Untouchables" to 
American Chicle (Bates). 

Sports note: ABC Radio will again 
broadacst exclusively all Notre 
Dame football games for 1962, with 
Texas American Oil the sponsor. 



PEOPLE ON THE MOVE: Louis I. 
Teicher to director of music opera- 
tions for CBS TV. . . . Leon Luxen- 
berg to director, sales promotion and 
merchandising, and Norman Ober to 
director, audience promotion at 
CBS Radio. . . . John McAvity to the 
new position of ABC TV coordinator 
of sales planning. 

Station Transactions 



KDEF (AM & FM), Albuquerque has 
been sold for $175,000, subject to 
FCC approval. 

Buyer is the White Oaks Broad 
casting Co. whose president and 
majority stockholder is Thomas J. 
Swafford. He is a former CBS Radio 
vice president and general manager 
of WCAU, Philadelphia. 

Previous owner of the ABC affili- 
ate is KDEF, Inc., headed by Frank 
Quinn. 

Patt McDonald brokered the deal. 

Representatives 



The Herald Tribune Radio stations 
in New York have joined the parade 
of group-owned stations to self rep- 
resentation. 

WFYI, Garden City and WGHQ, 
Kingston will assign local salesmen 
to cover national and regional ac- 
counts; WVIP, Mt. Kisco andWVOX, 
New Rochelle, will be sold nation- 



ally through a joint effort by both 
stations originating from VIP-VOX 
radio sales, Westchester. 

The National Sales division of RKO 
General has enlisted the services of 
BAR to monitor radio programing on 
its stations. 

The service is to provide agencies 
and advertisers with proof of per- 
formance in the form of certified 
audio tapes. 

BAR will monitor both a specified 
hour and an undisclosed alternate 
hour to assure the pre-selected time 
period is truly representative of the 
station's programing. 

The system is now in operation at 
five of the seven RKO General sta- 
tions. 

It's refreshing to record here that 
the proverbial "rep fraternity" does 
rise to the occasion of its epithet 
every so often. 

One recent display of comradery: 
three members of the disbanded 
Everett-McKinney firm traveled to- 
gether to Select Stations (Dick Wil- 
liams, Harry Moline and Howard 
Rothenberg) and two, Max Everett 
and Tom Buchanan, are still to- 
gether at H-R. 

Rep appointments: WEAM, Washing- 
ton, D. C, to Katz WALA-TV and 

radio, Mobile-Pensacola to Select 
Station Representatives. . . . WFLM, 
Ft. Lauderdale to Herbert E. Groskin 
& Company. . . . WQTY, Jacksonville 
to Boiling. 

New quarters: Broadcast Time Sales 
opened a branch in Milwaukee, the 
first of a series of regional offices. 
The next field of expansion is Pitts- 
burgh. The Milwaukee address: 2560- 
70 North 32 Street. Phone: UPtown 
1-9788. 

PEOPLE ON THE MOVE: James P. 
Smith to general sales manager of 
Adam Young. He'll be replaced as 
manager of the Boston office by 
William Queen, most recently vice 
president and partner of New Eng- 
land Spot Sales. . . . Mortim B. Coley 
to the New York office of Tele-Radio 
& Tv Sales. . . . Timothy J. Canty to 



Sensible pi-olorlion u lien von lm\ or .sell 

WII n<-N«n ri.pt.-t your .l.-rWou l„ relj on our tntiniale 
knnwle.lu,. of market- ami arl.ial sales. However, you may very well 
regret taking the .isk of selling on your own. We see tin- lotul picture . . . 
niM-nttunilu* as well as l,a/a.,l>. Our ,. ratal.,,., for relial.ilih 

your best protection ... a. I.ini.lrrtl,* of sali-Cecl 
liiarklmrn client- know. 



BLACKBURN & Company, Inc. 

RADIO • TV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 

WASHINGTON, D. C. CHICAGO ATLANTA BEVERLY HILLS 
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account executive with CBS Radio 
Spot Sales' Chicago office. 

Film 



The Brunswick Corp. in Chicago is 
filming a series of 26 one-hour 
shows, "Top Star Bowling," which 
will be ready for fall. 

Filming starts in Chicago at one 
of Brunswick's top lanes, with a 
budget around $400,000. 

Brunswick made a survey of sta- 
tions prior to this undertaking and 
determined that an hour show was 
preferred to a half-hour and that 
top men bowling champs were more 
of an attraction than female keg- 
lers. 

Brunswick itself will be syndicat- 
ing the show, with this ace up its 
sleeve: it can market the series on 
a partially pre-sold basis because 
of its own spots within the hour. 

Howard Christensen of Brunswick 
is supervising the project. 

NBC Films is boasting three sales 
records made by its off-CBS TV 
property "Hennesey." 

The show has grossed $1,500,000 
in less than four months, has 
earned more money per episode 
than any other 1962 syndication 
entry and will be seen on more sta- 
tions this fall (close to 100 so far 
signed) than any other new off-net- 
work release. 

The network film arm attributes 
the success of the series to several 
things, notably: its for sale on a 
one-per-week basis for two years, fol- 
lowed by an option to strip the show 
daily; the comedy flavor of the se- 
ries makes it flexible enough for 
scheduling in any time period, day 
or night. 

Sales: NTA's post-1948 feature film 
package "61 for 61" to four more 
markets placing the package on a 
total of 132 stations. . . . Seven Arts 
13 one-hour tv concert specials fea- 
turing the Boston Symphony Or- 
chestra to WFGA-TV, Jacksonville 
and WCSH-TV, Portland raising total 
markets to 20, and volume three of 
its post-1950 Warner Bros, films to 
four more stations, upping the total 
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to 71. . . . NBC International has 
sold "The Dick Powell Show" in its 
entirety to Sveriges Radio of Sweden 
and Radiofusion TV Beige of Bel- 
gium. . . . Twentieth Century-Fox 
TV's "Adventures in Paradise" to 
nine stations, bringing the total 
markets to 45. . . . Allied Artists Tv's 
48 Bowery Boys features to four 
more stations, upping total markets 
to 15 in the first month of release. 

Short subjects: Official Films has 
charted a marked upswing in short- 
segment film programing. Since 
mid-July, the company has sold four 
libraries of film series, running from 
one minute to 18 minutes in length, 
in 15 markets. Properties are "Little 
Rascals," "Greatest Headlines of the 
Century," "Almanac," and "Sports- 
folio." 

Public Service 



Just as a point of interest to sta- 
tions actively involved in or about to 
embark on editorializing, here's 
what a few stations have been doing 
in that area recently. 

• WBZ, Boston broadcast a plea 
for the public to change its thinking 
about transportation. New and im- 
proved facilities will have to be ap- 
proved and paid for in the years to 
come, the station said, and positive 
action will come only if the public 
is ready to accept the responsibility. 

• WOLF, Syracuse urged its au- 
dience to write to the Public Service 
Commission in Albany and demand 
a public hearing on the proposed 
rate increase by the Syracuse Tran- 
sit Corp. 

• WTRY, Albany-Schenectady-Troy 
is endorsing its first political can- 
didate—Rep. Samuel Stratton, dem- 
ocratic nominee for the Governor of 
New York. 

The WLS series, "Chicago Portrait" 
marked its second year on the air 
with a salute to modern radio on 
11 August. 

Listeners got a "behind-the scene" 
view of public service efforts, com- 
munity action programing and 
broadcasting techniques. 



WLS president Ralph Beaudin and 
Martha Crane, president of Ameri- 
can Women in Radio and Tv, spoke 
on the show. 

Public service in action: 

• KGO-TV, San Francisco was on 
hand with cameras at last week's 
mass naturalization of a record 300 
immigrants at San Francisco's Ma- 
sonic Temple Auditorium. The 
Northern California Federal District 
Court waived a rule barring the use 
of tv cameras within an officially- 
designated Federal courtroom. 

• WEJL, Scranton and its parent 
company, The Scranton Times, have 
offered to provide $5,000 to replace 
an elephant and tiger at the Nag 
Aug Park Zoo. The present animals 
are suffering from poor health. 

• Four CBS TV affiliates in Flor- 
ida cooperated to produce a one- 
hour program on the opening of a 
special session of the Florida legis- 
lature in which Governor Farris Bry- 
ant voiced his plan for reapportion- 
ment of the Legislature. Partici- 
pating stations: WJXT, Jacksonville, 
WTVJ, Miami, WTVT, Tampa and 
WDBO-TV, Orlando. 

• WABC, New York premieres a 
new program on 26 August called 
"Challenge: '62," which will high- 
light many of the major problems 
faced by New York residents. The 
series will be aired bi-weekly. 

Job well done: KNX, Los Angeles 
which has long-recognized the good 
services rendered to the community 
by the Motor Car Dealers Assns. of 
Southern California and Los Angeles 
by carrying public service spots, has 
been presented a merit award for 
its "exceptional service" by the two 
groups. 

Kudos: WJBK, Detroit has been ac- 
corded national recognition for its 
participation in the 1962 Teenage 
March Against Leukemia conducted 
in the greater Detroit area last May. 
Honor was bestowed by Aiding Leu- 
kemia Stricken American Children. 

PEOPLE ON THE MOVE: Ray Towns- 
end to director of news and public 
affairs at KSL-TV, Salt Lake City. ^ 
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Raymond W. Welpott ha* been chosen 
executive vice president, MiC owned sta- 
tions and MIC Spot s alcs su- f reding P. \. 
( Hudd> ) Sugg. Welpott lias been vice 
p.esident and general manager of WRCV- 
TV and radio. Philadelphia since May, 
195!!. In his new position he will continue 
to head the Philadelphia stations, head- 
quartering in that ( it\ . Before joining 
ice president of WKY Television System. Oklahoma 
h he was manager of WRGB. Schenectady. 



Arthur Harrison joins WINS. New York 
this week as sales manager. Harrison 
comes to the recently-acquired Westing- 
house Broadcasting station after six year* 
as sales manager of WL1B, a leading Xe- 
gro station in \e\v York. A native .New 
Worker who has worked here throughout 
most of his career. llanUon brings a 
wealth of sales experience to his new post. 
He began his affiliations as an account executive at WITH, Baltin 
and media supervisor of the Harry H. Cohen Agency. 



Ml 
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Donald W. Frost has taken o\er as sales 
manager of VIM), Chicago, succeeding 
ett Scott who resigned .ecently. The 
new sales manager brings a background of 
20 )eais" experience in radio to his new- 
post, lie has been a salesman with Peters, 
Griffin. Woodward since 1 9.1.5. achieving 
the honor of "Colonel of the Year" in 
1957. Frost set a record for the highest 
■ nth and in a \car to earn the honor. Pre- 
an for Weed and WCAU-TV. Philadelphia. 



Alfred R. Stern ha* left his post at NBC 
to enter CATV sv stems management, lie 
becomes chairman of the boaitl and chief 
executive officer of new h -formed Teh-vents 
Corp. As a vice president of the network. 
Stern has also been chairman of NBC In- 
ternational Ltd. He joined NBC in 1952 
as project officer for tv programing. In 
19.xi he became assistant to Robert Sar- 
nolT and in '.">7 was appointed to the International post. In 10.7) 
Stem was elected a vice president of MKTs l'nterpi ises division. 
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The seller's viewpoint 



Arthur Ilamcll. general manager of Commercial Producers. Incorporated 
Boston, has heen active in local radio sales and promotion companies for 
many years. lie has developed a number of ideas on hoir national spot hill- 
ing can he raised. In this article, he contrasts the success of local radio with 
the continuing doldrums of national spot, and suggests that the fact that local 
radio stations often suggest actual produced commercial approaches to their 
prospective advertisers may account for a good part of the edge. 




Building up national spot radio 



does national ^pot radio continue to languish in 
a state of comatose? And. couvcrsc-h. win is local radio 
flourishing and been on the upbeat for mam years? This 
is the giant-sized puzzler which has plagued the industry 
for some time now. And with reason, of course, since 
much has been theorized about how to remed) the situa- 
tion, and various efforts made without dramatic results. 



"no"! In fact, one of the. 
jection of itself is too 



londents said, "Radio's | 
There is a lack of kin 



as bo 



get creathe ideas to 
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Another reason for national spot radio's inertia can lie 
traced to a lack of strong product identification on com- 
mercials the kind of identification which gives a shopper 
a compelling reason to want to buy a particular item or 
utilize a specific service, hi our opinion, investing a prod- 
uct with a strong identity is a basic key to a successful 
selling commercial. And one of the most' effect h e ways of 
accomplishing this i- via spccialh designed jingles. 

Admittedly we re not the first to recognize the potential 
of picturing products through jingles, nor the first to prac- 
tice it. Even one is familiar with at least a dozen na- 
tionally distributed products which have attained maxi- 
mum recognition and sales \ ia this technique. My point is 
that it just hasn't been done enough. 

Custom tailoring a musical commercial to fit a product 
or service isn't (piile as simple as one might suspect, how- 
e\ er. It takes more than a catchy tune and a few choice 
winds of praise for the product. Many things must go 
into the creation of a vehicle which will transport the cli- 
fnl locally, cannot readily be applied ent's message with impact and force. It has been our ex- 
Tbis is not so. and I am not alone perienee that the only way to produce personalized images 
of a product or a place of business is to stud) carefully 
the overall objeclhes and determine the ultimate goal. 
Then we can <;o about tailoring the musical commercial 
to fit into the sales theme. 

In essence, then, a good, strong identification tends to 
work in many wa\s for a product and or a place of busi- 
ness. I'roperh produced, it can create a potent reason for 
a shopper to do business in a specific place, or implant a 
desire for a particular product. Most important, it en- 
dows a product with a long pla\ ing and working identilx. 

Equipped thus, it can't help hut play an important con- 
tributory part in sparking national spot busine—. ^ 



We at Commercial Producers, who specialize in deal- 
ing and producing commercials for local and regional ad- 
vertisers, feel part of the answer lies in a series of simple 
facts. Local radio salesmen -ell with sound, local radio 
salesmen often propose concrete, creathe ideas for a radio 
commercial. Local radio salesmen sometimes even bring 
ideas on sound on tape — and play it for the prospective 
bu\er. Local radio stations often work with companies 
*uch as ours firms which produce commercials of net- 
work calibre. And. often local radio stations produce 
their own commercials and sell with them. 

Hut only rare!) sellers of national spots do any of the 
foregoing. In my opinion, herein lies a major roadblock 
to national spot radio*- u owlh. 

You may think that this approach, which admittedly 
has been most : 
to the national 
in this opinion. 

highest hilling 

of the study was that "radio has lost ground to other me- 
dia because national radio sellers have failed to capture 
the imagination of the creative people at advertising 

One of the specific question* asked of radio -ale-men 
was. "Are you regular!) approached b\ radio salesmen 
with creative ideas to assist you in the use of radio adver- 
tising?" The response to this question was an unanimous 



■ appeared in sl'O.NSOH reporl- 
reati\c directors of the fort\ 
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SPONSOR 
^ SPEAKS 

Bob Sarnoff started it 

The great new wave of industry image-building (see page 
31 ) for both broadcasting and advertising dates back, ap- 
proximately, to tbe spring of 1959 when Robert W. Sarnoff, 
board chairman of NBC, in a ringing speech before the NAB 
Convention in Chicago, called for the establishment of a TIO. 

TIC) went into operation in October of that year and soon 
found itself and tbe industry in the midst of all sorts of anti- 
hroadeast propaganda stirred up by the cpiiz show bearings. 

The involvement of advertising and advertisers followed 
with lightning speed, as nation-wide criticism of broadcast 
practices spread out to include radio and tv sponsors and 
commercials. 

Image-building efforts to counteract this criticism went 
into high gear In January 1960. and have continued at an 
accelerated juice ever since. Tlicy have become, as our two- 
part scries of articles shows, incredibly complex operations 
involving thousands of dollars and scores of executives. 

Question: Is it time to vc-examinc all this image work? 

Fine art of travel 

Ted Shaker, president of the ABC Owned Television Sta- 
tions, believes travel is broadening. Mis station managers and 
hundreds of advertiser and agency executives the country 

Here's what lie accomplished with a whirlwind one-week 
preview of this fall's prime-time programming to be shown on 
\BC TV owned stations: 1) he "exposed" bis top echelon 
crew in dramatic fashion to the people who foot the bills in 
San Francisco.l. os Angeles. Chicago. Detroit, and New York: 
2) he allowed each general manager to serve as m.c. at a pres- 
tige showing in the city where his own station is located; 3) 
he played up the interest that ABC stations maintain in places 
beyond the Hudson River; 1) he helped the Network: M In- 
set the stage for the management meetings held in New York- 
die following week by guaranteed fraternizing and idea ex- 
changes between \BC Television Stations executives for a 
whole week preceding tbe meetings. 

That's a lot of accomplishment for a week of traveling. 
We're recommending some of the same to others. 



lO-SECOND SPOTS 

Knowledge: A toiler in the media 
vineyards, ha\ ing been guaranteed 
anonymity, supplied the following 
definitions: a bartender is a man 
w ho knows a great (leal about "cry 
little and who goes along knowing 
more and move about less and less 
until he knows practically everything 
about nothing: an advertising sales- 
man is a man who knows very little 
about a great deal and keeps on 
knowing less and less about more 
and more until he knows practically 
nothing about everything; a medial 
director starts out knowing practical- 
ly everything about everything but 
ends up knowing nothing about any- 
thing due to his association with 
bartenders and advertising salesmen. 

Television: Our spy at the networks 
tells us that another niedical-tvpe 
series to be released this fall is all 
about a plastic surgeon. It's called 
••The Kelouchables." 

Mr. Lucky: Curt Hunsaker, a cam- 
eraman for CHS TV's Accent, held 
up production for five minutes dur- 
ing the \ ideotaping of '"The Gam- 
bling Americans" in a Reno. New. 
club when he dropped a quarter into 
a slot machine next to his camera — 
and hit the jackpot for §37.50. When 
the door boss told him to "wipe off'' 
his winning combination by dropping 
in another quarter, he did the next 
to impossible — he w on another jack- 



Films: Crawlej Films Ltd. (Canada) 
says the difference between "train- 
ing" and "experience" is that train- 
ing means learning the rules, while 
experience! means learning the excep- 



Overheard: "He reasonable— do it 
mv wa\": "Stop talking while I'm 
interrupting": "On what do you bias 
v our opinion." and '"We ve been 
watching you. Do > on work here?" 
Hut our nomination for the best quote 
of the week is: "It's too late to agree 
with me. I've changed my mind." 
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What makes the listener turn the dial to \our FM station? the happy resu 

Quality. And quality alone. Programming at such levels and achicvcmei 

virtually demands highest fidelity transmission. To achieve RCA designs 

such standards the unquestioned choice of knowledgeable to accommoda 

FM stations is RCA's unmatched Direct FM Transmitter. plcx subchannc 



is easiest to tunc and holds its adjustment best 
Whatever the power class, you are assured minimum dis- 
tortion and wide frequency response. Such performance is 



t of RCA*s long background of pioneering 
t in the wonderful world of radio, 
and builds its complete line of transmitters 
e stereophonic signals and an SCA multi- 
complete technical details 



RCA's Direct FM transmitters, see your RCA Broadcast 
Representative. Or. write: RCA Broadcast and Television 
Fquipment. Dept. I.B-264. Building 15-5. Camden. N J 







TIMEBUYERS 




FALL BUYS 



1gfer 




GEORGE 
PIERROT 
PRESENTS 

Around the war 
with Detroit's 
fabulous globe- 
trotter and 
famous quests. 

5:00-5:55 PM 
MON.-SAT. 




WEEKEND 

Ron Gamble hosts 
family adventure 
tours to favorite 
recreation spots. 
Color. 

7:00-7:30 PM 
TUESDAY 




AT THE ZOO j 



Sonny Kliot's 
witty wanderings 
through Detroit's 
famed wildlife park. 

7:00-7:30 PM 
FRIDAY 



Alive with local flavor and flair! You'll buy wisely and well by choosing these big-audience 
exclusive* on WWJ-TV. And, the station's attractive fall schedule is further enhanced 
by choice film properties like Thriller, Surf side 6, Lairman and by NBC's new-season 
powerhouse. Call your PGW Colonel now. He's ready with Detroit's top buys for fall. 



\AAWJ -TV the NEWS station 



CHANNEL 

d and Operated by The Detroit News 



NBC IN DETROIT 

Representatives: Peters, Griffin, Wood' 



